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A woman who 
doesn’t throw 
away coupons 


Sin,—Joyce Stranger can’t be 
allowed to march away with 
everything she said in her article 
on November 16. 

I quite agree with her that 
housewives are primarily inter 
ested in prices and skip any 
advertisements not quoting them 
and that it is a nuisance to be 


canvassed, willy-nilly, through 
the post. (A recent letter sen 
out by a soap firm written i: 


feminine hand on blue writing 
paper and signed by a bogus Mrs. 
Somebody or Other of a bogus 
East End address was a most 
irritating example.) 

But she is throwing perfectl) 
good money on the fire when she 


burns those coupons If she 
THIS WEEK 

Photograph of the Month—page ‘* 
NEXT WEEK 


Eastern Counties Survey 


takes three or four (they usually 
come in batches) along to her 
grocer she'll find they're worth 
a shilling or two whether she buys 
the product in question or not. 
And why object to free gifts” 
Half a tea-towel is better than 
none at all. 

I think, too, that Mrs. Stranger 
is in the minority when she 
demands clothes that last a life- 
time. If a woman buys some- 
thing she really enjoys wearing 
she can usually make it last just 
as long as she wants ; and surely 
Mrs. Stranger can't honestly 
think that any woman, however 
shapeless, would be tempted to 
buy a dress shown on a shape- 
less model ? 

I agree with her again on an- 
other int though: here's 
another housewife who will walk 


a mile to achieve the doubtful 


| To The Editor... 


economy of buying a cauliflower 
2d. cheaper ; but she can’t blame 
advertisers for local variations in 
prices which, like Mr. Penny- 
packer’s morality, appear to be a 
matter of geography. Green- 
grocers are ecasily the most 
capricious in this respect, but 
they probably spend less than 
anybody on advertising. 

About the sweets which the 
small Strangers wanted to buy to 
qualify for a competition: she 
should welcome their initiative— 
and the opportunity of letting the 
family have a share in the shop- 
ping and the recriminations which 
are usually her portion. 

Finally, hasn’t Mrs. Stranger 
ever derived any pleasure from 
reading, say, an Austin Reed ad 
or looking at a colour page for 
Schweppes? Hasn't she one kind 
word for all the advertising 
people who go to such pains to 
find a way to her heart ? 

Lestey ZARESKA (Mrs.) 
Ulva Rd., S.W.15. 


Mistral in ads... 


Six,—In your November 18 
issue the vice-president of the 
Berks & Bucks Publicity Associa- 
tion paid tribute to “the initia- 
tive of G. S. Royds Ltd. in being 
first past the post” in using 
Mistral. 

Actually, we first used Mistral 
in a Royds house advertisement 
published 13 months ago in the 
October, 1954 issue of Statistical 
Review of Press Advertising, fol- 
lowed by an advertisement for 
our client, Electrolux, in the 1954 
Braemar Gathering Book. 

JoHN BARMAS. 
G. §. Royds Ltd., 
160 Piccadilly, W.1. 


... catalogue ... 


Six,—Our current autumn 
catalogue, designed in May this 
year and published in September, 
features Mistral in each section 


heading. 
IL. R. C. RUSSELL, 
Advertising department. 
Norvic Shoe Co., Ltd., 
28 Grosvenor Street, W.1. 


--- and journal 


Sir.—We first ordered Mistral 
from our printers in May this 
year, and used it in the November 
issue of our journal. 

ALLAN PLOWMAN, 
Editor. 

Display. 
16 West Central Street, WC.l. 


Qualifications 


of agencies 


Sirn—May I endorse Mc- 
Gregor Thomson's reply to the 
remarks of the anonymous 
Glasgow agency man, quoted by 


your Scottish correspondent 
(November 18)? Any suggestion 
that Scottish agencies in 


membership of this Institute are 
not able to satisfy the creative 
needs of their clients is wholly 
untrue. 

I do not know whether the 
Glasgow critic is a member of 
the IPA. If so, he must surely 
be aware that an agency, whether 
situated in London or in the 
provinces, cannot become an 
Incorporated or Registered 
Practitioner in Advertising unless 
it is equipped to provide a high 
standard of advertising service 
and marketing advice. Since so 
many Scottish agencies are in 
membership of the Institute, the 
charge that they are lacking in 
“advertising skill” is palpably 
false. 

No one denies the existence of 
a labour shortage, but this is not 
limited to Scotland, and it cer- 
tainly does not constitute 
grounds for criticising a body of 
highly talented men and women 
whom the Institute is proud to 
include within its ranks. 

DRUMMOND L. ARMSTRONG, 
Director. 
Institute of Practitioners 
in Advertising. 
Belgrave Square, S.W.1. 


Outlook ie not 
so grey in 
Leeds 


Sir,—-As one of the suave grey- 
haired gentlemen (Talking Points, 
November 18) who helped to 
defeat Manchester in the quarter- 
finals of the National Public 
Speaking Contest two or three 
years ago, may I say that an 
individual's interest and need for 
ability in public speaking rarely 
develops until his late 20s or 
early 30s—perhaps even his 40s 

-by which time he may be not 
merely grey, but demonstrably 
bald 

In supporting the national con- 
test, a club's public-speaking 
section has to use the material it 
has available. I should think 
that the average age of our own 
group is nearer SO years than 30, 
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and it will surprise me if the 
average age of the Manchester 
public-speaking section is below 
40 years, let alone under 30. 

The suave, grey-haired Leeds 
team reached the final of the 
contest on two or three occasions, 
only to be beaten by smooth- 
spoken Southerners obviously 
just out of college. (My own 
urgent plea to the _ contest 
organisers is that they should 
make a rule definitely excluding 
all Southerners with university 
educations.) 

After carefully digesting Man- 
chester’s views quoted in your 
issue, I paraded this year’s Leeds 
team for inspection. I am glad 
to report that although one of 
them is slightly bald, not one of 
them is grey! This would appear 
to be the psychological moment 
for Manchester to try again. 

Roy SeErTon, 

Chaigman of Public-Speaking. 

Publicity Club of Leeds. 


Are manners 
old-fashioned ? 


Sir,—It falls to my lot to have 
to attend a large number of 
meetings throughout the year and 
sometimes act as chairman. I 
find myself irritated by a habit 
which seems to be developing 
among audiences of being very 
casual in their manner. 

I know we are all tired and 
overworked these days, but is 
there any excuse for people to 
ask a question of a speaker 
while seated ? This sort of thing 
is bad in any case, but particu- 
larly bad when the principal 
speaker is a woman. Surely we 
in advertising and public rela- 
tions should set a real example. 

Is it asking too much of those 
who attend meetings to get on 
their feet when asking questions, 
and give their names, and the 
names of the firms they represent? 

Georrrey G. YOUNG 
, Oxford Street, W.1. 
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A’ MISS MARGARET WHIGHAM, the Duchess 
of Argyll was considered the most 
beautiful debutante of her day—and sh« 
has recently presented her very beautiful! 


daughter at urt. During the war the 
Duchess helped to run an American Red 
Cross club. Now, when not visiting her 
many friends on both sides of the Auiantic, 
she spends much of her time in helping the 
Duke in running his estate, where she has 
lately installed a cinema, at Inveraray. 


“My Daily Mail by the DUCHESS OF ARGYLL 


“-w Have taken the Daily Mail for 25 years, and of 
course I was brought up with it as a child. 

Since then its make-up and appearance have 
changed a great deal, but I still think that it is indeed 
a great family newspaper. 

When I travel abroad I look for the Continental edition 
of the Daily Mail, which supplies me with all the British 
news wherever J am. 


I always read the articles of my old friend Iris Ashley 
with the greatest interest and find her taste and knowledge 
of fashion are of exceptional value. 

The special articles in the Daily Mail have a very wide 
appeal, especially those by Don Iddon who writes so 
perspicaciously about America, and those of Noel Barber, 
also a friend of mine, who satisfies rather vicariously my 
urge for travel. My very best wishes to the Daily Mail 
and its well-deserved prosperity.” 
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SELL FASHION 


WHERE FASHION SELLS 


Where does fashio: 


In WOMAN AN} ! UTY! Its advertisements 
bring women to t to ask for the goods the 
read about by nam: WOMAN AND BEAUTY 
is their trusted gui ess and beauty. 

Here's splendid bacx for any fashion 

advertiser! Design ‘.ondon, Paris and 

New York. Drawin; omachy and other top 
flight artists. Featur ‘.cles and fietion by 
writers renowned for ' vuthority and brilliance. 
Here’s selling pow: iting market! 

This market is available to you, through 


WOMAN AND BEAUTY. Now is the time to book 


your space for the early spring issues. 


WOMA 


Vv 


and BEAUTY 


Britain’s leading Fashion and Beauty magazine 


2/- MONTHLY PAGE RATE £1 


A. W. Burnett, Advertisement Director, The Amalgamated Press Ltd 


50 


The Fleetway Howse, London, E.C.4 


Central 5080 


Drawings by Demachy 
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INTRODUCES YOUR 
PRODUCTS TO THE 
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NORTHERN 
IRELAND 


Vol. 170 


52/6 A Yeor Post Free 


Advertiser's 
Weekly 


The Journal of British Advertising & Marketing 


Mercury House, 109-119, Waterloo Rd., S.E.1. 


City Office 180, Fleet Street, E.C.4. 
Telephone: WATerloo 3388 
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New spate of ad rate rises: 


higher costs, wages 


WEEKLIES WILL BE HARDEST HIT : 
‘REVIEW DECISIONS,’ ASKS AGENCY 


UMBERS of increases in newspaper advertisement rates 

reached a new peak this week. They come mostly from 
provincial weeklies, and the papers are unanimous in their 
reasons for the increases—higher wages and rising costs. 


A leading agency media 
director revealed on Wednesday 
that he has been notified since 
September of rate rises by 26 
weekly papers, and a_ large 
number of trade and technical 
journals. 

In September, when three 
national dailies put up their 
selling prices, the Sunday 
Pictorial announced a 124 per 
cent increase in its rates, with 
effect from the New Year. 

The media director stated that 
the increases were becoming so 
“seriously expensive’ that he has 
asked some of the papers intend- 
ing rises to review their decision. 

But he did not think that the 
increases were sufficient to cause 
an alteration in the pattern of 
allocations. 

E. J. Hayes, honorary secre- 
tary of the Press Advertisement 
Managers’ Association, says : 
“I believe there is a feeling 
among London press advertise- 
ment managers that, in view of 
the award of higher printing 
wages, advertisement rates will 
have to go up. 

awards are soins | to hit 
the weeklies harder the 
dailies.” 

A Newspaper Society spokes- 
man comments: “Wage increases 
are pending, and it looks as 
though many publications will 


FSCC Christmas lunch 


Over 700 applications have 
been received for tickets for the 
Fleet Street Column Club Christ- 
mas lunch at the Connaught 
Rooms on Wednesday, December 
14. The Lord Mavor of London. 
accompanied by his Sheriffs, will 
be the principal guest, and one 
of the chief speakers will be Sir 
Robert Boothby, MP. 


have to raise their rates.” 

I. pical of the rises, mostly 
g effect in the New Year, 
inced this week, are: 

Liumfries and Galloway Stan- 
from 6s. sci single insertion 
s Dunfermline Press, a 

rate beginning with 10s 
iow be a flat rate of 10s 
rk Herald, from 10s. to 12s. 
e Advertiser, from 8s. to 
4d Hamilton Advertiser 
1Ss. to 18s. Scottish Pro 
il Associated Newspapers 
p from £5 per in. to £6 per 
North Wales and Border 
ties Group from 40s. to 45s. 
vshire Times group from 
© 45s. Paisley Pictorial, the 
nstone Advertiser, and the 
thian Advertiser, up by 1s. 

1 to 6s.; group rate (including 

Coatbridge Leader) from 12s. to 
15s Scottish County Press 
Newspaper Group from 14s. to 
16s. for five papers. Kilsyth 
Chronicle, from 4s. 6d. to 5s. 

The Kentish Observer and 

Canterbury Times series are going 
up to 7s. 6d. sci front page and 
5s. inside. 


The council chamber of the Adver- 
tising Association now has this 
panel for the names of its presidents. 
lt is of straight-grained walnut, with 
the main lettering in lacquered brass 
and white sign-writing. Alt the other 
end of the room is a panel of walnut 
bearing the names of elected vice- 
presidents, honorary members and 
Mackintosh Medal winners. 


No Midland morning 
programmes by ATV 


Commercial television trans- 
mission will begin from the Bir- 
mingham station on the evening 
of Friday, February 17. An- 
nouncing this, Associated Tele- 
Vision Ltd., contractors for Mon- 
day to Friday, said this week that 
they will provide no morning 
programmes 

Their normal transmission 
hours will be 4 p.m. to 6 p.m., 
and 7 p.m. to I! p.m. 


Papers blame 


‘Success’ claim 
by ‘Mirror’ in 
Manchesier 


The Daily Mirror's mov 
Manchester is said to h 
a “complete succes 

The first Manch« 
edition of the pape 
Monday. Over a4 m 
were printed at W 

A. Ashwe 
director of the Mirror x 
has returned to Lx 
Manchester after a f{ 
comments: “Everything 
smoothly as it could have 

am very pleased wit! 
set-up 

Mr. Ashwell says that " 
newspaper “war” in Manchester 
and the North has developed on 
“big lines.” but this does not 
worry the Mirror group “as we 
are used to competitior 

The paper ha conducted a 
large-scale publicity drive in the 
North. 


AUSTIN CARS FOR CPV 


Additional agents have been 
appointed to handle the Austin 

otor Co. Lid. account. The 
new agency, Colman, Prentis & 
Varley, Lid., are taking over the 
advertising for Austin cars. As 
stated last week, 5S. H. Benson 
Ltd. are retaining the commercial 
vehicle side of the account. 
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New TV committee ‘will become TARB*’ says 
Humphrey Chilton 


CONTRACTORS ‘MUST BEAR BULK OF 
COSTS OF AUDIENCE RESEARCH’ 


The steering committee set up recently by the Institute of 
Practitioners in Advertising, the Incorporated Society of 
British Advertisers, and the programme contractors to sub- 
scribe to the BBC’s research services will, it is hoped, be 
converted before long into « formal Television Audience 


Research Bureau (TARB). 

This was announced by Hum 
phrey Chilton, publicity manager 
of Horlicks Ltd., who is als 
chairman of the ISBA radio and 
television committee and a mem 
ber of the ITA’s Advertisins 
Advisory Committee, when 

ke to the Advertising Club ©! 
xford on Wednesday. 

Object of TARB, he said, » 
be to act as the centralised bo:'y 
for television audience meas 
ment, in a similar way \ 
Audit Bureau of Circulations 

“Thus we hope to avoid 
over-elaborate, overlapping an’ 
expensive system of estimating 
viewership which has occurred | 
the USA. There, a great number 
of research organisations put ou 
a great number of differen 
ratings and the networks and 
advertisers and agencies have to 
subscribe large amounts of mone) 
to many different organisat:: 
before they can make up thei 
minds as to the rating of the 
programme. 

“If TARB can be formed, | 
think it will have been a very 
great achievement by al! the 
parties concerned, an achieve 
ment typical of the British 
method of compromise. 

“But I will say here and now 
that it is the view of the advertis- 
ing interests that the bulk of th. 
cost of financing basic statisti: 
research into measuring television 
audiences, must be borne by th 


Associated TeleVision Lid. 
that the first live musical commercia! 
was transmitted from ATV Music 


claim 


last Saturday. It was a 

jingle, sung by Johnny 
Johnston and Frank Holmes 
dressed, as seen here, as milkmen 
standing by a milk float in which 
were Fry's Double Milk Chocolates. 
The script a =e written by Immedia 
Ltd.'s script writers and was set to 

musie by Johnny lohaston. 


media owners in just the same 
ty as the ABC, and the IPA 

Readership Survey are basically 

financed by media owners.” 

In recent weeks, he said, it had 
hmecome evident that the contrac- 
tors wanted to extend their co- 
operation with the advertising 
interests, There had been 
already a considerable improve- 
ment in what the Television Act 
called “natural breaks.” 


‘Allow for ads’ 


| have also heard that the 
-riptwriters of the contractors 
nave been instructed to ensure 
hat they build a programme 
shich will allow for the adver- 
Hing content. 

“Il believe that the next step 
must be for the contractors to 
agree to sell certain specific time 
space in certain specific pro- 
crammes to certain 
advertisers.” 

His was not a plea for spon- 

rship, but merely for the adver- 

to know, with reasonable 
erlainty, what audience he was 
buying, both in size and com- 
position, for his money. 

“We at Horlicks have devoted 

urge proportion of our adver- 

‘ing investment in television to 
experimenting in the various 

thods of selling, and I hope 

before long we shall have 
found what we believe to be the 

method, though whether this 
wi necessarily be the best 
method of selling another pro- 
juct 1s quite another matter.” 


Live spot 


They had been allowed, with 
the co-operation of Associated- 
Rediffusion Ltd.. to produce the 
first live commercial. 

“Il have always been an advo- 
cate of the live commercial and 
both my colleagues at the J. 
Walter Thompson Co. and myself 
felt that this live commercial did 
achieve something greater in the 
way of impact upon the viewer 
than a pre-recorded film com- 
mercial. 

“It was, therefore, particularly 
heartening to me when I read 
‘Teletaster’ in the November 11! 
issue of ApverTiser’s WEEKLY 
confirming our view when he 
said: ‘It was that indefinable 
sense of “presence” which only 
front-of-camera work can give.’” 


More elub news on page 68. 


_ — —_—____ - ——_- 


television 


This is the symbol of ABC Tele- 
vision Lid., programme contrac- 
tors for the Birmingham and 
Manchester TV stations fer the 
week-ends. 

The symbol will be used on all their 
promotion material, including a 
new window bill which has gone 
to wireless showrooms in the 
Birmingham receiving area. 

Retailers are being ‘oid of the large- 
scale advertising campaign now 
on in the area urging early con- 
version of sets, and of the point- 
of-sale material to back the cam- 
paign which is being delivered to 
them. 


Pye building up 
mailing list 


Pye Ltd. are offering to the 
public a oy Ag ~ designed as 
a replica of Pye 13-channel 
receiver, model VT 17, at the 
less-than-cost price of 2s. 6d. 

It will be advertised by a full 
page in the Daily Mirror next 
Wednesday and a one-minute spot 
on commercial TV are follow- 
ing Sunday at 5.26 pm. The 
names and addresses of people 
who send for a money box in 
response to these advertisements 
will be used later for a direct 
mail follow-up scheme for TV. 
coctosing the address of the local 
Pye dealer. 

In addition to mailing the 
boxes direct, they will also be 
made available through dealers, 
as a sales aid. 


Index brochure 


Facts about the Nielsen 
wholly-mechanised system of 
measuring TV audience size are 
contained in a brochure, A State- 
ment of Plans and Policies for 
Nielsen Television Index. 


‘CONSTRUCTIVE ROLE’ IN TV 
FOR PRESS, SAYS ITA 


The first annua! report of the 


Independent Television A 


uthority, 
published last week-end, contains replies to criticisms it received for 


including two national newspaper groups among the first four com- 
panies to whom contracts were offered. 


The report reveals that the 
two groups, Associated News- 
papers Ltd. (Associated-Rediffu- 


sion Ltd.) and Kemsley News- 
papers Ltd. (Kemsley-Winnick, 
which subsequently broke up) 
were the only two national news- 
paper concerns to apply for a 
contract. 

The report recalls that the criti- 
cism was made on the grounds 
that right-wing newspapers were 
connected with two contractors. 

“The Television Act, however, 
places no disqualifications on 
newspaper participation in the 
programme companies and this 
could only be taken as implying 
that Parliament had not wanted 
them excluded,” says the report. 

“The Authority itself believes 
that the press has a great and 
constructive part to play in the 
development of independent TV. 

“It believes that television 
should be regarded not merely 
as a series of entertainment pro- 
grammes, but as a broad and 
balanced service designed to in- 
form and enlighten as well as en- 
tertain; and a good newspaper is 
at least as likely as any other or- 
ganisation to achieve this objec- 
tive. Newspapers do in fact play 
such a part in other countries.” 


from August 4, 1954, when the 
authorit = to March 
31, 1955. le published by the 


Stationery Office at 2s. 

A section covers the decisions 
of the Authority on the amount 
of advertising allowable on com- 
mercial TV and the distribution 
of advertising time, and the set- 
ting up of the Advertising Advi- 
sory Committee, with its subse- 
quent recommendations for TV 
advertising. 

As one of its appendices, the 
report publishes the Advisory 
Committee's “Principles for 
Television Advertising” (ADVER- 
TIser’s WEEKLY, June 2, 1955). 

Says the report: 

“The expeditious and objective 
handling of a difficult and com- 
plex subject by the Advertising 
Advisory Committee was of in- 
valuable assistance to the Autho- 
rity. The recommendations cover 
all foreseeable aspects of tele- 
vision advertising, and will ensure 
that television advertising will 
maintain a consistently high 
standard. 

“The Advertising Advisory 
Committee, though it has com- 
pleted the first and perhaps the 
most important part of its func- 
tions, remains in existence.” 


SCOTTISH CONTRACT 
The ITA is advertising for 
programme contractors for Scot- 
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‘More than 200’ 
expected at ad 
conference 


An attendance of over 200 was 


ence, to be held in Leamington 
Spa on Tuesday and Wednesday, 
February 21 and 22. 

As convenor of the Confer- 
ence, he received 70 applications 
from intending delegates between 
last Thursday, when the full 
= for the Conference were 

» i announced, and Monday. 
Over 1,000 conference bro- 
chures have been sent out this 
week, to every delegate at one 
of the first three conferences, and 
to the majority of the newspapers 
listed in the Newspaper Society’s 
Advertiser's Aid. 
“We expect this to be the best 
erence we have ever run,” 
said Mr. Stallard this week. 
Pg is most interested in 
the sessions on display advertis- 
ing, and I have received some 
very encouraging 

At the Conference there will be 
an exhibition of classified adver- 
tising promotion matter. An an- 
nouncement of this in the bro- 
chure asks delegates to send any 
examples of this type of publi- 
city used by them to the Confer- 
ence for display. 

The examples should be sent 
to the convenor at the Town Hal! 
Leamington Spa, mounted on 
white board, to arrive not later 
than Monday, February 20. 


ws 


COUNCILS WANT TO BAN AIR ADS 
—MINISTER HAS ‘FREEDOM PLAN 


Loca! authorities throughout the The upshot is that the Minister 


country have pressed the 
Minister of Transport and Civil! 
Aviation to ban all forms of 
1erial advertising, with relaxa- 
tions being permitted only in 
Special cases. 

This move is disclosed in a report 
this week of the Association of 
Municipal Corporations, which 
makes it known that the 
Minister has pro the 
opposite method of control— 
general freedom to use aerial 
advertising, but with prohibi- 
tions bemg imposed locally 
where necessary. 


has promised to study the posi- 
tion, and whichever method of 
contro] is adopted, it will be 
exercised after consultation 
with the loca! authorities con 
cerned. 

The position is set out in a report 
of the Association's town plan- 
ning committee, which recalls 

t a meeting was held 
recently between the four 


bodies representing county and 
local authorities, the London 
County Council, and the Minis- 
tries involved with town plan- 
ning and aviation. 


Sir Frederick Rowland, chairman, British Direct Mail Advertising Asso- 
cia: on, receives on behalf of the Association a new cup presented by 
Duciey oe = Vincent Ltd., for annual award for the best direct mail 


id: Left, 


. S. Camp, chairman, BDMAA; right, Stanley Vincent, 


director of DTV. 


‘A salesman cannot be overpaid 


A salesman could not be over- 
pond if he was properly costed, 

. G. S. Epps, sales manager, 
Wan Hollins and Co., Ltd., Not- 
tingham, told members of Man 
chester branch, Incorporated 
Sales Managers’ Association, 
when he emphasised that if they 
were going to have first-class men 
they must pay first-class rates of 
pay. 

In that way selling costs were 
reduced. It was better to reduce 
selling costs by raising turnover 
than cutting outgoings. 

With regard to the control of 
representatives, Mr. Epps said 
there were broadly two types of 
control—control by fear and con- 
trol based on good relationship 
Good salesmanship was not bred 
of fear; it was born of good re- 
lationships between salesmen and 
management. 

He did not like comparisons of 

rsonal performances. Nor did 

¢ like sales competitions. 

Sales managers should not 
overshadow their salesmen while 
working with them in the field, 
rather should they seek to build 
up the status of the salesman in 
the eyes of the customer. 

Tt was good for the salesman 


if he gets results’ 


that customers should say: “I am 
de| chted to think that our tra- 
vel er is so highly thought of by 
h company. 


£10 million a year 


on exhibitions 


Exhibitions account for about 
five per cent of the total spent 
on advertising in this country, 
E. S. H. Janes, Dunlop's assistant 
general advertising manager, told 
the Incorporated Society of 
British Advertisers in Manchester 
in a talk on exhibitions and 
exhibition organisers 

Over £10 million was now 
spent each year by advertisers, he 
said, in reaching the public 
through this medium 

Many of them, added Mr 
Janes, were pleased at the new. 
healthy activity of the BIF 


NABS appeal 


On Monday the deputy 1- 
dent of NABS, the Hon. Max 
Aitken, launched the Society's 
1955S Appeal by writing to all 
subscribers. He hopes to make 
it a record year for NABS 


Fad Salely matters 


This new “shock” poster is to be 
issued shortly by the Royal Society 
for the Prevention of Accidents. A 
Society statement says that in the 
past these posters have been the 
subject of controversy, but it is 
convinced “that an occasional poster 
of this type will do much to arouse 
the public conscience.” 


Hundred up 


Membership of the Associa- 
tion of Advertisers in Ireland has 
now passed the hundred mark. 


It goes on: “The method sug 
ested by the Ministry of 
ransport was by an order in 

council made under provisions 
of section 8(2) (f) of the Civil 
Aviation Act, 1949. Earlier 
the majority of local authori- 
ties had preferred the Ministe: 
to get power to prohibi or 
regulate acrial advertising over 
such areas as he might specify 

“But at the meeting loca 
authority representatives al! 
united in expressing the follow 
ing views: 

@ The broadcasting of noises 
from aircraft for advertising 
purposes could take forms 
other than music or the humar 
voice, and the ban on sk 
shouting should therefore b« 
more comprehensive 


@ Any contro! should extead 
equally to sky writing, whic! 
was just as likely to caus 


danger on the roads 
@ The basic approach should 


be general prohibition § wit! 
local relaxations, and not, a 
the Ministry proposed, genera 
freedom with local proh 
tions. 

“All forms of acrial advertising 
should require a permit grantes 


by the Minister, and such 
mits should be granted «pa 
ingly. Most local auth 
opposed aerial advert 

The Association is backed | } 
London County Counc a 
County Councils’ Ass 
the Urban District Counc 
Association, and the Kura 
District Councils’ Associatior 


Media course for 


IPA students 


Over 60 students attended the 
Institute of Practitioners in 
Advertising’s one-day course on 
media at Belgrave Square on 
Saturday The directing staff 
consisted of E. M. Brown (chair 
man), B. D. Copland, F. Monk- 
man, A. A. Pilgrim, and R. G 
Breeze. 

Lectures were given on media 
lanning, including press, cinema, 

V. radio, and direct mail; 


media research point-of-sale 
material; and outdoor advertis 
ing A short programme of 
cinema filmicts and TV commer- 
cials was arranged, and examples 
of newspaper surveys, direct mail 
shots and point-of-sale materia! 


were on show 

As an exercise in media selec 
tion, students were asked to pre 
pare a schedule for a new beer 


£85,000 for milk 
This year £85,000 for pub 
licity is being allowed in the 
assessment of the marketing 
expenses of the Milk Marketing 
Board, Mr. Heathcoat Amory 
Minister of Agriculture, Fisheries 
and Food, stated in the Commons 
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PRESS AD TOTALS STILL CLIMBING 


Strike aftermath puts July-September 
figure up to £21,575,809 


P RESS advertising expenditure continues its upward curve. 

Percentage figures in the October issue of the “Statistical 
Review of Press Advertising” carry plus signs for each month 
in July-September, 1955, quarter, as compared with the same 
quarter last year, and for al! categories of press media and 
main products for the first nine months of this year, as com- 
pared with the same period in 1954. 


Monthly breakdown and comp. 


1954 
A £ 
July ... 5,923,885 
August 5,074,760) 
September 6,548,55° 
17,547, 20) 


Main reason for the unusu 
large quarter's total was 
additional volume carried t 
London morning and nat 
Sundays, respectively 25.67 
cent and 42.24 per cent 
than in the third quarter o! 
year. 

The recovery from the e!! 
of the newspaper strike i 
by the fact that over th 
nine months of this year 
London mornings were 14 8¢ 
cent up on the same per: 
1954, the London evenings ! 
per cent up, and the Sund 
were 18.64 per cent up 

Product groups with out 
ing increases compared wit! 
year ago were petro 
£182,181, to a total of £634.85: 
radio and television, up £121 
to £456,567; cigarettes 
£178,595 to £413,502: and bec 
up £100,259 to £385,872 


Bumper individual campaig: 
during the past quarter include 
Persil, £161,735: Onx 
£151,008; Tide, £138,867; and 


the Gas Council, £127,337. 


Government spends more 


The quarter's total for 
Government advertising is 
£281,907, compared with 
£218,766 in the preceding three 
months and £213,708 a year ago 

Cigarette advertising 
risen to £413,502, a rise of 
£91,040 on the previous three 
months, and £178,595 more than 
in the third quarter of 1954. Far 


has 


and away the most heavily 
advertised brand was Player's 
Navy Cut, with a total of 


£74,911 for the quarter. 

Beer advertising for the quarter 
was up to £385,872, £41,659 more 
than that of the preceding three 
months. Easily the leading 


spetider was Guinness whose total 
for the quarter at £96,406 is 50 
per cent higher than it was 12 
months ago. 


The leading soft drinks adver- 


of the figure is : 


1955 | Per cent 
-— 
7,570,044 | 427.79 
5,996,627 | -+18.76 
8,009,138 +-20.30 
21,575,809 £22.96 


by a large margin in the 
lier part of the year had been 
weppes, but they were dis- 
1 by Britvic, whose total for 
arter was £30,480. followed 
by Quosh with £28,891 
Suncrush £24,069. As a 
ire of the expansion in this 
£719,717 was spent in 
irst three quarters this year 
mpared with £528,802 for 
same period last year. 
e stimulus of the Radio 
and the opening of com- 
i! television is evident, from 
gures for radio and televi- 
receivers, The quarter's 
diture of £456.567 is some 
1) more than was spent in 
shole of the first half of this 
ind £121,095 more than in 
hird quarter of last year 
\dvertising expenditure for 
and cat foods has grown 
' y. In 1953 the total adver- 
expenditure for the year 
198.373. In 1954 it was 
644. and in the first nine 
of 1955, £377,747 
ere seems to be no limit on 
ergent advertising expenditure, 
ents Statistical Review. In 
J the lareest-ever quarterly 
of £997,509 was recorded, 
ere was a still higher figure 
of ¢ 1.084.902 for the past quarter 
Ihe following table gives 
oduct group expenditure 
first six months of both 


tor the 


cars 


WHERE THE MONEY WENT... 
——;,  ¢  * | ao | oeen | ote 
1954" | 1955” | Per cent 
— roe 
London Mornings ‘ +25.67 
London Evenings 1,193,745 | 1,372,033 | + 14.93 
National Sundays 1,830,881 2,604,275 | +42.24 
Provincial Dailies 2,685,162 788,596 + 3.85 
Provincial and Suburban Weeklies 831, | 2,012,158 | +21.72 
Magazines 5,347,324 6,712,609 +25.53 
Technical. . 569,492 715,181 +25.58 
Trade . 560,745 | 680,101 +21.28 
Total | 17,547,200 | 21,575,809 | +22.96 
J , Y. al y s * 
LARGEST-EVER Presbury $ sign 


EXHIBITION 


The 
Exhibition and Convention, 


Grand Hall, Olympia, 


from July 10 to 20, 1957 


the Exhibition wil 


countries. 


The event, held every 


British Plastics. 


fourth British Plastics 
the 
largest ever, will be held in the 
London, 
The 
Convention will run concurrently. 
In addition to the materials, plant 
and products of the United King- 
dom and British Commonwealth, 
for the first 
time include exhibits from other 


other 
year, is organised by the journal 


Studio’s link with 
sponsored shows 


John Sharman-W alker, who, 
as announced last week, is to 
launch a series of sponsored 
theatre shows throughout the 
country to be used as a basis 
for TV programmes, is to 
work in collaboration with 
Star Sound Studios. 

He will use their closed 
circuit facilities for demon- 
strating the programmes to 
prospective advertisers. In 
addition to auditions in the 
Baker Street premises of Star 
Sound Studios, the closed- 
circuit equipment will also be 
taken to the Midlands and the 
North to “sell” to advertisers 
in those regions. 

John Sharman-Walker and 
Derek Faraday, of Star Sound, 
are also planning to collabo- 
rate on the production of live 
commercials for advertisers. 


EXPENDITURE BY PRODUCT GROUP 


Jan.-June,  Jan.-June, Per 
1 1955 cent 
£ i 

Food and Drink 6,999,990 8,790,540 + 25.58 
Household Equipment | 3,181,669 4,036,590 + 26.87 
Household Stores 3,989,361 4,598,714 + 15.27 
Medicinal 2,236,082 2,459,968 + 10.01 
Motors and Cycles 2,837,101 3,205,175 + 12.97 
Radio and Music 604,006 677,217 12.12 
Tobacco and Smokers’ Requisites S88,928 } 713,939 +21.23 
Toiletries and Cosmetics ... 2,692,518 3,248,352 + 20.64 
Wearing Apparel 3,019,800 | 3,414,820 + 13.08 
Total 26,149,455 $31,145,315 +19.10 


more film staff 


S. Presbury and Co. Ltd. have 
made three additions to their 
film personnel, as a result of the 
company’s increased activity in 
the production of cinema adver- 
tising films and TV commercials. 

Donald Smith has been signed 
as executive producer. He has 
been responsible for the making 
of more than 600 TV com- 
mercials for this country and the 
United States. Formerly with 
National Screen Services Ltd., he 
was the producer of the “Sooty” 
series than won the world prize 
for TV commercials at the Inter- 
national Screen Advertising 
Festival at Monte Carlo. 

Peter Sims has been named as 
additional director. He has 
worked at Associated British- 
Pathe for several years, the Film 
Section of the British Transport 
Commission, and was, until re- 
cently, directing for Pearl and 
Dean Ltd. 

His first assignment for Pres- 
bury Film Productions was a 
series of 30-second TV com- 
mercials for Jaffa Grapefruit, 
which have just been completed 
at the Twickenham Studios. 

A further appointment is that 
of Frank Gilpin as editor. 


Ad produced 
on television 


The production of a fashion 
advertisement was explained and 
illustrated in “Portrait of a 
Model,” a BBC television feature, 
on Tuesday evening. 

It consisted of an unscripted 
interview with Bernard Coaling, 
art director of S. D. Toon & 
Heath Ltd, the Birmingham 
agency, and John Short, a fellow 
of the Institute of British Photo- 


graphers, using the services of 
a professional model, Heather 
Jeffery. 


Record attendance 


There will be a record attendance 
at the Cursitor Street Christmas 
Reunion luncheon to be held at the 
Monico on December 13. Further 


applications can be accommodated 
y if there are cancellations. 
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Lyons’ Telephone 
Game played 


in cinema 


J. Lyons & Co. Ltd.'s Tele- 
phone Game was played in pub- 
lic for the first time ever on 
Monday, November 21, from the 
stage of the Regent Cinema, 
Deal, Kent. 

W. F. B. Currie, South of 
England superintendent for 
Lyons, made his telephone calls 
from the stage while the cinema 
manager, Frank Page, listened to 
the replies on an_ extension 
‘phone and kept up a running 
commentary for the benefit of 
the audience. 

Of the 14 calls made, six 
“Mint Chocs” replies were re- 
ceived, instead of the conven- 
tional “Hello.” A car collected 
the first three winners, and their 
£5 prize was presented to them 


on the stage immediately the 
half-hour calling period was 
over 

Over 10,000 telephone calls 


have now been made since the 
game started on September 26, 
and over £3,000 has been given 
away in £5 notes. 

So great has been the success 
achieved, say Lyons, that the 
game has been extended until 
March, instead of finishing at 
the end of this month, as 
originally planned. 


‘Big 3° take over 


competitors 


Crusha & Son, Ltd., propric- 
tors of the Big Three Weekly 
Heralds, will, at the end of this 
month, take over from the 
Hornsey Journal Ltd. the two 
newspapers in the North London 
Observer Series, Wood Green 
Observer and Tottenham 
Observer. 

A Crusha statement this week 
said: “Due to economic condi- 
tions, these two newspapers will 
be incorporated with the papers 
of the Herald” series covering 
those districts, i.e.. Wood Green, 


Southgate & Palmers Green 
Weekly Herald, and the Totten- 
ham & Edmonton’ Weekly 
Herald.” 


The Hornsey Journal will con- 
tinue publication of the Stoke 
Newington and Hackney 
Observer, in conjunction with 
the North London Press, which 
already circulates in adjoining 
districts 


“e . 
Film tie-up 
An extensive national tie-up 

has been arranged between 
Raleigh Industries Ltd. and 
Twentieth Century-Fox for the 
CinemaScope film of “The Virgin 
Queen,” in which Sir Walter 
Raleigh plays a leading role 


The tie-up involves cycle 
dealer window displays, foyer 
exhibitions and a_ children’s 


painting competition. 


ADVERTISER'S WEERTY 


st's impression of Mercury House, 109-119 Waterloo Road, London, S.E.1, as it will look on completior 


tow s the end of next year. Floor space already available for occupation by Business Publications Lid 
assov.cted companies is approximately 32,000 sq. ft. On completion additional space will bring this to 
48 sq. ft. Ground floor frontages are faced with Portland stone. Barely seen in the picture is the fourth 
top) ‘oor dining room ; in the rear of the building are an unloading ramg and car parking space 


“Poster men aid 
polio fund 


During the summer 14,000 
dovble crown posters and 
over 1,100 16-sheets produced 
by the National Fund for 
Po! omyelitis Research were 
poved free by members of 
Brvish Poster Advertising 
Association. 

ihe chairman of the Fund, 
Acniral Sir Charles Daniel, 
sa “I should like to record 
the sincere thanks of my 
cc onecil for this very generous 
ard practical contribution to 
ovr work. 

“There is no doubt that this 
poster campaign has helped to 
make the public more aware 
of the Fund's work, and its 
need for support, and we are 
sincerely grateful both to the 
firms who displayed posters, 
and to the council of the 
British Poster Advertising 
Association.” 


‘Guiana Graphic’ 
London office 


Douglas Gibson has been 
appointed London manager of 
the Guiana Graphic and Sunday 
Graphic, and a London office 
has been opened at 40-43 Chan- 
cery Lane, W.C.2, for editorial 
and advertising. Full advertising 
representation has been taken 
over 

The Graphic claims to have 
broken new ground by being the 
first Guiana newspaper to 


publish chartered accountant 
audited net sale figures 
John L. Garbutt, formerly 


with the Sunday Express, is now 
in British Guiana as managing 
director of the Graphic 


Business Publications development: 
New home for the ‘Weekly’ 


Offices of more than 200 staff, 
with all their furnishings, and 
equipment, were moved over the 
weekend from 180 Fleet Street 
and 6 Carmelite Street into Mer- 
cury House, the new home just 
built for Business Publications 
publishers of ADVERTISER'S 
Weexty—and their associated 
companies, which include Trade 
Chronicles Ltd., Shaw Publish- 
ing Co. Ltd, Burke's Peerage 
Ltd. and others 

Mercury House has been de- 
signed and laid out specifically 
for the type of publishing opera- 
tions carried on by the group. 
Paramount consideration has 
been to provide the maximum 
amount of light and air for staff 
in an environment as pleasant 
and attractive as colour and 
lighting can make it. Each floor 
has its own colour scheme, and 
the flooring throughout is plastic 
tile. 

Ceilings are acoustical, with 


flush, fluorescent lighting. Win- 
dows are designed to direct air 
flow above desk level. Centra! 


heating is oil-fired and thermo- 
statically controlled. 

These offices throughout are 
made up of movable partitioning 
with clear glass “wells” above 
desk level. The top floor com- 
prises a self-service dining room, 
to seat 65 at a time, and a roof 
terrace for summer relaxation. 

The group retain their recep- 
tion office at 180 Fleet Street, 
which will now be known as their 
City Office. It is linked by three 
direct telephone lines to Mercury 
House. It was recently re- 
designed and has attracted a great 
deal of attention and interest 
through the design, colour and 
lighting schemes embodied. The 
same designers are responsible 
for the entrance and reception 


office at Mercury House 
Architects: Duke & Simpsor 
Building contractor: F. J. Her 
Ltd Reception Area designed 
by THM Partners. Piling: Piling 
& Construction Lid see 
Dorman, Long Lid. Plumb 
Gascoigne Lid. Flooring: Dr 
spekers Lid. and Armstrong Cork 
Co. Ltd Ceilings Perfon 
Tiling: H. & R. Johnson Ltd 
Window and pavement lights 
Healey's Ltd. Lifts: Bennie Lift 
Ltd. Windows: Crittall Mfg 


Co. Ltd Partitions Sankey 
Sheldon Ltd. Lighting: Siemens 
Electric Lamps & Supplies Lid 
and Armfield Electropower Co 


Ltd. Kitchen equipment Bart 


lett & Son Ltd. and Mander 
Brothers Ltd. Colo «hemes 
and paint: International Paints 


Ltd. Heating. Plowright & Co 
Ltd 


Ad reprints 
in folder 


A folder containing reprints of 
four advertisements for Woman's 
Journal that have appeared in 
ApvVerTiser's Werxty has been 
sent personally to selected adver 
tisers and agents by A. W. Bur- 
nett, advertisement director of 
Amalgamated Press Ltd 

In his covering letter, Mr. Bur- 
nett claims that more than a 
quarter of a million women pay 
half a crown every month for 
Woman's Journal, and that an 
advertisement in it will be read 
first by them and then by thou- 
sands in varying social grades 

The folder is spiral bound with 
semi-stiff covers, with a front- 
cover photograph illustration of 
a woman in a restaurant. It also 


contains a copy of the journal 
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Ad manager of 
‘Vogue’ named 


Vietor Hago has been appointed 
to the newly created position o/ 
advertisement manager of Vopr: 
with effect from next Monday. Thi 
position has hitherto been comb: 
with the duties of R. A. F. Willisin 
as advertisement director of |) 
Condé Nast Publications Lid 

Before joining the company 
1950, Mr. Hugo was an adv 
ment representative for The ©. 
fitter. le was appointed as: 
to the Condé Nast advertise 
director in 1953. 

With this development, the 
now be four advertisement mans. 
under the advertisement d 
whose tespective responsib!litics 
now be: 

Miss Mawdesley s 6 
Export, trade and consume: 
Vogue _— publications 

Tobn Perry: House & 
and its allied publications 

F. C. roup advert: 
manager for t provinces ™ 
offices in Manchester, for p« 
interests of all Condé Nast p.:' 
tions, except for South-We, 


land and Scotland. 

Victor Hugo: Vogue | 
Pattern Book, Vogue Beaut, / 
and Brides. 

. * + 


R. N. Drinkall has joined © 
tronic Engineering as adverus 
representative for the Londo: 

7 — * 

Miss Anne Hall has joined 

blications division of lio 

ress Bureau (A. N. Holden & 
Ltd.) from S. T. Garland Ac» 
ing Service Ltd. 


ACE new officer- 


At the fourth annual gem 
meeting of the Association of ¢ 
lation Executives, the follow 
Officers were clected: chairma: 
A. E. Mason (BBC Publication. 
vice-chairman, J. E. Sefton (Kem 
Newspapers Lid.); honorary s«« 
tary, R. S. C. Hall (BBC Pubix 
tions): and honorary §treasu: 
W. G. Pyatt (Reveille Newspape: 
Ltd.). Governing committee: R. P 
Chappell (Geo. Newnes Lid.); L. 4. 
Coombs (Sunday Pictorial); T. W 
oe caw Telegraph) and 
Rhys (TV Times). Ex 
officio members are: immedi 

chairman, A. McNab (Dui 

xpress), and honorary editor, 4C/ 

Bulletin, A. 3. Fearon (Practica! 
ay 


* * * 
Alfred Bird & Sons Lid. hav: 
inted Jameson, former!) 
promotion manager. to be 
sales manager. 
* * * 

Sir William D. Robieson, who 
retired last April after 17 years as 
editor of the Glasgow Herald, has 
been nominated to serve on the 
board of directors of David Mac. 
Brayne Ltd. Glasgow, in succession 

4 ron. 


. + 7 
W. A. Maynard has been ap 


at, ene sales manager of 
(Great Britain) Ltd 


Harford Thomas, editor of 
he Oxford Mail, has been appointed 
a director of the Oxford Mail and 


fimes Ltd. He became editor in 
1953. 
* * * 
Miss Audrey has been 
\ppointed press + for the 


ociety Restaurant in Jermyn Street, 
hich was reopened on yong. 
* + 
» A. Lee Howard, Bind editor 
Woman's Sunday Mirror since 
he end of July, been 
ppointed editor. 
- 


now 


* * 

Arust Ronald Browne, who has 
ocen studio manager for Fords _ 
ising Ltd., Bristol, is leaving to 
take up a post with West African 
i ity Lid., Lagos, Nigeria. He 

-rved in Bristol with the former 
ning Times and Echo and with 
S.. Stephens Press Ltd. 
+ 2 * 
1. Richmond, publicity manager 
Ww. D. and H. YO. ills, is re- 
ng next spring. He is a founder 


er of the Bristol and West 
ty Club. 
* - * 


!. Taylor, an advertisement repre- 
ve with the Kemp’s Group 
lishing companies, has been 
d to take a group of English 
jancers to Moscow. In his 
ime he is organising secre- 
| the London Folk 

* * 7 
\. «il Sheridan, publicity manager. 
! Failte Eireann (Irish Tourist 


) is acting as chairman of 
Eireann's “Information 
programme 
* * a 


Gerland C. Routt, former U.S 
pul nformation officer in Dublin, 
appointed an inspector in 
5. State Department 
” * * 
Hugh omm publicity manager, 
i Ltd., Dublin, is to repre- 
company on the Associa 
Advertisers in Ireland 
7 7 * 
R ‘ and Parker Ltd. are con- 
the expansion of their press 
sroup. Two new visualisers, 
H. Bullock and Derek Chambers, 
n appointed. Both have 
h t years’ experience in the 
division of Greenlys Ltd. 


Allan 
appointed 
stands next to Arthur Symes, who 
is receiving @ presentation from 
R. Harman, 


Plowman = (left), 
editor of “Display.” 


7 chairman of Blandford 

Press, on behalf of 

and staf. Mr. Symes has left after 

23° years with “Display” to join 
Petmar Industries. 


the directors 


T. Bagnelle 


G & G appoint new 


art executives 

Trevor Bagnelle and Philip Wilson 
have taken up appointments as art 
director and assistant art director 
within the newly co-ordinated 
creative department of Gordon & 
Gotch Advertising Ltd. Both were 
previously with Dorland Adver- 
tising 

- . * 

Following the retirement of Fred 
Tootill as editor of Co-operative 
News, David Boydell, assistant 
editor since 1945, has been appointed 
to the oats aad 

- 

& hiitiieee of Leeds, who for 
many years has been a representa 
tive of Hulton Press in Leeds, has 
joined Argus Press Ltd 

* * 


Frank Nunnay-Elam has _ been 
appointed editor of Printing World. 
* * = 
Edward C. Lincoln has been 
appointed press officer of Forte's & 
Co. . He succeeds Gorden P. 
Clarke, who left London this month 
to continue his career in Basing- 
stoke, Hants. 
. * 

Peter Kneebone has been ap- 
pointed editor of the bi-monthly 
magazine The Journal of the Society 
of Industrial Artists. 

* : — 

Charles Florman, with Jime's 
international editions for two and 
a half years, has been named 
associate European advertising 
director for Time. In the journal's 
London office he is responsible for 
the development of advertising in 
Scandinavia and in Germany. Mr 
Florman was formerly advertising 
manager for Swedish Airlines and 
Scandinavian Airlines System. Be- 
fore joining Time he was with a 
New York agency. 

* * - 

Robin Tuck, an account executive 
with Foote, Cone & Belding Ltd., 
was invited by the BBC to take 
part in a programme called “Com- 
ment” on the Third Programme at 
7.10 p.m. yesterday (Thursday). He 
was to speak on the current Art In 
Advertising Exhibition. 

* * - 

Alan Root has been appointed 
newsstand circulation manager of 
the European edition of Newsweek. 
He was formerly United Kingdom 
circulation manager of the Euro- 

an edition of Newsweek. A. F 

ring, who is here temporarily to 
re-organise the newsstand circula- 
tion of the European edition, will 
return to New York soon to resume 
his comes | for Newsweek there. 

* 

Cdr. D. c. Kinloch, deputy direc- 
tor of the Incorporated Society of 
British Advertisers, has been ap- 
pointed ° Justice of the Peace 

RK. Cc. Cabeide has nen appointed 
advertisement manager of the 
Merchan: Shipper. 


S. Gordon Coller 


Decemper 2, 1955 


V. Hugo 


After 25 years in the film indus 
try L. H. Newman has joined 
sepent Advertising Service Ltd. as 
roduction manager. After the 
= © was production manager for 
Younger Film Productions, and 
roduced the first NABS “Two 
reds” oye film, 
operation wit Fitzpatrick and 
Andrew Milne, nee the sponsor 
ship of Harry A diey. 
* * * 
&. Gordon Coller 
officer, National Milk Publicity 
Council, has joined Associated 
TeleVision Ltd. as advertising and 
sales promotion manager. 
~ * 


Outram chairman 


Sir John Spencer Muirhead has 
been appointed chairman of Geerge 
Outram & Co., Ltd., the company 
which owns the Glasgow Herald. 
Bulletin and Evening Times and has 
other newspaper and periodical 
interests in Scotland. 

© appointment follows the 
resignation of A. M. Macgeorge, the 
Glasgow stockbroker, on medica! 
advice. Mr. Macgeorge becomes 
deputy chairman. 

Sir John has been a director of 
the firm since 1931 and became 
deputy chairman in 1948. 

* * * 


: Blomfield, head of W. S. 
Crawford's film, radio and television 
division, has returned home after six 
weeks in hospital with coronary 
thrombosis. It will be February 
before the doctors will permit him 
to return to work. Personal letters 
may be sent to him at 64, Heath- 
croft, Hampstead Way, NW1!1 

* * * 


E. R. W. Lincoln, editor of 
Cage Birds since 1923—retired on 
Wednesday. He is retaining his 
association with the paper as a con- 
tributor. He was the guest of 
honour at a luncheon on Monday 
when a presentation was made to 
him by Claude E. Wallis, chairman 
and managing director of Associated 


executive 


lliffe Press. New editor is W. J. 
* * * 
Bruce Farquhar has been 


appointed general manager of the 


General Billposting Co. Ltd., and 
James has been appointed 
secretary. Both have been 30 years 
with the company, which covers 


Scotland and North-East England 
Obituary 


Aylmer Vallance 


Lt.-Col. Aylmer Vallance, of the 
New Statesman and former editor 
of the News Chronicle, who died 
last week eat the age of 63, was 
engaged in public relations during 
the war. He joined the Directorate 
of Public Relations, where his 
business was to brief the press on 
operational matters. 
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PR men warned on the danger of 


‘walking in clouds’ 


—WHILE SALESME\ TRAMP STREETS’ 


A WARNING against the tendency of 


public relations 


people to “talk philosophy and ethics while the advertis- 
ing man has been concerned with the volume of sales,” was 


sounded by Lex Hornsby, retiring president, at 


the annual 


meeting of the Institute of Public Relations. 


“We have walked in the clouds 
while the salesman has trampe 
the streets,” he said. “I believe 
we shall only progress if we 
repeat time and time again ther 
the practice of public relations : 
just one function of manageme:: 
not differing in that context {: 
the function of the works ma 
ager or the cost accountant or the 
sales manager.” 

In addition to Members a: 
Associates, the IPR is to have a 
third category—Affiliates. A‘)..4 
tion is “open to persons norn 
resident in the United Ki: 
who are interested in, bu 
engaged in, the practice of p 
relations, whose application 
acceptable to the council.’ 

M. J. Buckmaster succeed: 
Hornsby as president. 

Two notable features 
annual meeting were: the «| 
a presidential badge, preser 
on behalf of the United Sice. 


GUEST OF HONOUR 
General Alfred Gruenth<:, 
Supreme Commander, SHAP: 
will be guest of honour at (rc 
annual dinner of the Institute «' 
Public Relations, at Grosvenor 
House, on Thursday, January °°. 


Companies of Sheffield by 
PRO, Charles Hervey; and | « 
announcement by Sam Bb 
chairman of council, that 
membership of the Institute 
almost doubled in the past \« 
having risen from 484 to 817 

The growing status of PR wa, 
commented on by Mr. Hornsb) 
It seemed to him that the genera 
level of criticism had much 
diminished. 

He continued: “Influenced. 
have no doubt, by the transition 
from a sellers’ to a buyers 
market, industry and commerce 
are waking up to the fact that 
their relations with the public 
are of as much importance as th<« 
quality of the goods produced 
Manufactured goods have no 
real value until they are in the 
hands of the consumer.” 

The immediate task of public 
relations people was to improve 
their command of the methods 
of communication and their 
ability to analyse the public 


a qtoup of 


AKN iA 


understanding of their purpose. 
important steps in this ee oy 
(ne Imauguration of an examina- 
tion system and the publication 
of the Institute's first text book. 
In addition to Mr. Buck- 


master and Lex Hornsby, the 
officers are: 


president - elect ; 
\lan Campbell-Johnson ; hon. 
reasurer: A. K. Vint. 

Other members of the council 
are: Sir Stephen Tallents, Roger 
Wimbush, T. fe Clark, Sam 
Black, Leslie Hardern, William 
Simpson, Allan Ashbourne, 
Alan Hess, R. A. Paget-Cooke, 
Norman Rogers, A. A. Mc- 
Loughlin, Alan  Eden-Green, 
scolfrey G. Young, E. Hereward 
Phillips, Yurka Galitzine, T. H. 
lraverse-Healy, Mark Quin, 

W. Birdsall, and Arthur 
ain. 


Studen ts’ | pisit 


Students taking the advertising 
urse at the North Western 

‘olytechnic with their lecturer, 
rold Butler, of Saward, Baker 
o., Ltd., were shown over the 
k screen printing works of Dis- 
, Produetions Ltd., Holloway, 
the managing director, F. C. 
ibs. 


Technical publications of practical 
trade were featured at 


| Bissawerkin 
pmaastry . 


“Woodworking Industry's” 
Exhibition at Olympia, which closed on Wednesday. 


Lex Hornsby, the retiring president, 
invests M. J. Buckmaster with the 
Institute's new presidential chain. 


Bid for off-peak 
holiday business 


British European Airways are 
distributing a booklet, entitled 
Holidays in the Quieter Season, 
throughout the United Kingdom, 
advertising the off-peak holiday 
areas on the Continent. 

It was designed and produced 
by BEA advertising agents 
Colman, Prentis & Varley, Ltd. 


Artists amalgamate 


Two well known art services, 
Charles Barnett Artists and 
Norford and Associates, who 
have collaborated for a number 
of years, have now amalgamated 
to form Barnett. Norford Artists 
Ltd., of Keystone House, Red 
Lion Square, E.C.4. 


(See Mainly Personal, page 62) 


interest to executives in the timber 
end at the Building 


It was housed in the 


section devoted to woodworking machinery. 


Advertising managers— 
‘Not bright boys 
with ideas, but 
top management’ 


The popular idea of the adver- 
tising manager as a “bright boy 
full of slick ideas” was criticised 
by C. J. Rose, advertising mana- 
ger of Scott & Bowne Ltd., in 
an address to the Regent Adver- 
tising Club. 

He managed the account in 
every sense of the word. He did 
not necessarily make a single 
creative suggestion, nor write a 
word or draw a line. He was top 
management, responsible to his 
company for the productive ex- 
penditure of large and vital sums 
of money; responsible with his 
fellows for a total expenditure in 
this country alone running well 
over the £100 million mark. 


An exception 

Describing how the service 
agency had developed “almost 
out of all recognition,” Mr. Rose 
said that, except in the technical 
field, the agency to-day was the 
only practical source of all the 
complicated processes of press, 
radio, television and poster adver- 
tising production. The “internal” 
agency represented by the com- 
pany’s own creative departments 
was a thing of the past ; if it still 
existed it was complementary to 
the agencies’ facilities. 

The changed position of the 
advertising manager to-day was 
mainly applicable to the company 
selling consumer goods to the 
mass market. In the technical 
field he was, in many cases, still 
called upon by the specialised 
nature of his products to be the 
creative and production man as 
well as the policy director. 


The five steps 


“How can a man or woman 
best equip himself or herself for 
this top management task?” 
asked Mr. Rose. He suggested 
five steps: 

Learn the fundamentals and 
technique of advertising in an 
agency or advertising department. 
Join the Regent Advertising Club 
and take the Diploma of the Ad- 
vertising Association. 

Have some agency experience 
in Lm many departments as pos- 
sible 

Have some selling experience, 
if possible direct to the consumer. 

Become an assistant in an ad- 
vertising department. 

Join the Incorporated Adver- 
tising Managers’ Association. 


nine influential newspaperts 


LARGEST IN KENT 
Geabaraey. cc 


Associated Kent — 
LONDON : E.W. 
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Employr ent is high in the busy city of Bradford. More than 
half the . opulation is in work, which means that 149,340 take 
substantial pay packets home each week. 


These go>: wages are earned in a variety of industries, of which the 
principa! a-e :— 


WOOL & WORSTE” employing 46,000 The Yorkshire Observer is read by 31,848 
ENGINEERING a 6,550 people each morning. The Telegraph & Argus 
is bought by 126,167 people each evening... 
CLINICAL GGINCERING. - « —- 94.2% of all the families in Bradford. 
VEHICLE MANUFAC TURE ” 6,140 
BUILDING Se 5,550 Advertisers in these papers get full value for 
their money. No other daily papers have the 
TEXTILE FINISHING ag 5,400 same intensive circulation or the same local 
DISTRIBUTIVE TRADES a 18,210 interest for Bradford readers. 
> 4 
Che Dorkshire Obserber 
. Morning 31,848 
| , | | 
elegraph s Argus 
Evening 126,167 
HALL INGS, BRADFORD 
TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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J. H. Piperno at the mike 


How an agency is run 

W. R. Wilkinson, manager i: 
Scotland of Rex Publicity Lid 
Was guest speaker at the Rota: 
Club of Lanark on “How 
advertising agency is run 


FILMS AND EXPORTS 


All-nation ad film 


possi ble ” says Piperno 


It is possible to make an 
advertising film that, with 
minor and very economical 
changes, will be acceptable in 
practically every country, 
according to J. H. Piperno 
(J. Arthur Rank Screen Ser- 
vices Ltd.), vice - president, 
International Screen Publicity 
Association. 

During an address to the 
Institute of Export on “The place 
of the films in overseas trade,” 


The joint winners of the [ 
Student in Advertising 
talk to the Colle 


wit’ and “Men's Wear” “Best 
tt) and E. C. McGregor (right), 
G. Magnus-Hannaford. 


Agency men whore College prize 


The annual presentatior 
prizes at the College for the D 
tributive Trades last week 
made by S. H. Leake, chai: 
of Selfridges, who was we 
by F. W. Lawe (Harfod's |: 
chairman of the Ce 
governors 


This year’s Drapers Recor 
and Men's Wear “Best Student 
Advertising” prize was awarded 


jointly to two London agen 
men, Andrew J. Blair (Masius & 
Fergusson Ltd.) and Eric (¢ 
McGregor (Gordon & Gotch) 

Both hold the Diploma of 
Advertising Association, and 
at present studying for the In 
stitute of Practitioners in Adver 
tising final examinations 

The College, which ts at present 
running 116 different courses, is 
planning to introduce various 
schemes ; among them is a new 
course for wholesaler representa 
tives, for which there is a con 
siderable demand 

Also contemplated is a training 
course for managers inf the tech 
nique of self-service selling. “Self 


service is growing rapidly in the 
and, 


food trade,” said Mr. Lawe, “ 


STANOS FIRST AND. 


FOREMOST IN LONI 
AND PROVINCES | 


PRINCIPAL BRANCHES 


: all good retailers, the College 
keep up to date.” 

Mr. Leake said that there were 

rtunities for young men and 

*n in all branches of retail- 

in advertising, where few 

tives are satisfied with the 

nt standard; in display, 

where the art is always develop- 

in management, and in the 

ugue of buying, with its 

por unities for improving 

siucs and new articles for the 


But, no one can succeed, in 
etail trade, who does not 
understand the customer, 
always right and who 
aT. 

Mir. Leake made a suggestion 
which he felt would have far- 
reaching effects if adopted 

The part played by retail dis- 
tribution in our national economy 
needs to be more fully under- 
od,” he said. “My firm would 
finance arrangements for a series 
of lectures, to be given by lead- 
ing men drawn from different 
spheres, who would develop the 
part which fetail distribution 
plays in our national life.” 


Ww is 


he showed “Roya! Blue,” 
publicising Quink (ink). Origin- 
ally it had been made for the 
French market only, but since 
then eight more versions, in 
which only the sound track had 
been altered, had been distributed 
in 12 countries. “It is, in fact, 
for this reason that I am able to 
show you the English version,” 
he said. 


a film 


To illustrate how “audience 
reaction varies trom country to 
country,” Mr. Piperno screened 


a number of films of 
types produced by his own com- 
pany, followed films of the 
same type produced by overseas 
members of ISPA 


different 


French angle 

After showing a 
wood, as an ¢xamp 
success in the ha: 
he said: “The French also make 
this type of picture. but they feel 
that it calls for something gayer. 


film for Ken- 
e of a proven 
d selling field, 


“Our advertising films are 
shown in the body of the pro- 
gramme with the house lights out, 
theirs are shown in half light 


during the intery 
something which 
eye and the ear 
first few seconds 
After questions 
showed his audic 


so they want 
atches both the 
really hard in the 


Mr. Piperno 
e “On Such a 


Night,” the 35 ute Eastman- 
colour film about Glyndebourne, 
which was sharing a West End 
premiere with “Simon and 
Laura” at the Gaumont, Hay- 


market, the same evening. 


New medal for 


designing 


The Society of Industrial 
Artists’ 25th birthday is to be 
marked by the inauguration of 


two events, the Design Oration— 


an address to be given once a 
year by a guest speaker—and the 
SIA Medal, to be awarded 


annually to a professional de- 
signer for outstanding achieve- 
ment in commercial or industrial 
design 

The first Oration will be given 


at the Royal Society of Arts, 
John Adam Street, W.C.2, to- 
day (Friday), at 7.30 p.m., by 


Dr. J. Bronowski, on “The Shape 
of Things.” The presentation of 
the first Medal will be made after 
the Oration, to a recipient who 
will be named then 
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£14,000 FROM 
‘OLD BEN’ 
CONCERT 


Generosity to “Old Ben,” (the 
Newsvendors’ Benevolent and 
Provident Institution), has been 
responsible for three bungalows 
for the “Old Ben” Homes, pro- 
ceeds of some £14,000 from the 
annual concert at the Coliseum, 
and the gift of a presidential 
chain, it was announced at the 
107th Festival Dinner at the Con- 
naught Rooms on Monday. 

Sir Neville Pearson, chairman 
of Pearsons, recalled that the 
position of Festival chairman 
had been held 55 years ago by 
his father, 12 years later by the 


late Sir Frank Newnes, and 20 
years ago by himself. With the 
death of Sir Frank, H. C. Tingay. 


chairman of Newnes, had stepped 


into the breach this year as 
Festival chairman, and regretted 
that urgent business prevented 
him from being present that 


evening. 

Sir Neville said that in memory 
of Sir Frank, E. E. Surridge. 
managing director of Surridge, 
Dawson & Co., Ltd., had pre- 
sented a chain of office for the 
Festival chairman, and Newnes- 


Pearson had decided to give 
£1,500, also in memory of Sir 
Frank, to provide a bungalow 


for the old people. 


Record revenue 


A. G. Durance, a director of 
Surridge, Dawson, referred to the 
record advertisement revenue 
which Stuart Mander, advertise- 
ment director of Newnes-Pearson 
and his helpers had achieved with 
the programme at the annual 
concert. 

Outlining the project for 40 
bungalows, a community centre, 
and a warden’s house, at Seaford, 
Mr. Durance said that a bunga- 
low each had been given by Lord 
Kemsley and by the Radio Times. 
It was hoped to build 12 bunga- 
lows within the first year. 

Other speakers at the dinner 
were Dr. Charles Hill, the Post- 
master-General; ( E. Wallis. 
president, Periodical Proprietors’ 
Association; and Norman Col- 
lins, deputy chairman, Associated 
TeleVision Ltd. 


Six more for ISBA 


British Universal EME Ltd... 
the Coca-Cola Export Corpora- 
tion, the Hotpoint Electric Appli- 
ance Ltd., Metal Industries Ltd.. 
C. Shippam Ltd. and Stevenson 
& Son Ltd. are new members of 
the Incorporated Society of 
British Advertisers. 


EFFICIENT SERVICE 
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WATFORD 


McLELLAN - DIRECTOR 
SOUTH COAST 
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THE NEW HOME OF TOTHILL PRESS 


Owine to the continuous and rapid expansion of Now, in this splendid new building everyone 1s 
Tothill Press many departments for some years past under one roof and though this block is technically 
had been forced to occupy premises in the byways an extension it dwarfs the old building in size 

of Westminster away from the famous 33 Tothill Tothill Press is now housed in a truly modern 
Street headquarters. building which reflects the spirit of its publications 


THE RAILWAY GAZETTE «¢ SHIPBUILDING & SHIPPING RECORD + NEW COMMONWEALTH « WwooD 
POWER & WORKS ENGINEERING « THE INDUSTRIAL CHEMIST ¢ WATER POWER © COKE & GAS 
MINE & QUARRY ENGINEERING . DIESEL RAILWAY TRACTION « COLLIERY ENGINEERING . FOOD 


ARCHITECTURE & BUILDING . THE RAILWAY MAGAZINE . INDUSTRIAL EQUIPMENT NEWS 
BUILDING EQUIPMENT NEWS ° Shipbuilding & Shipping Record International DESIGN & EQUIPMENT NUMBER 
OVERSEAS RAILWAYS . DIRECTORY OF RAILWAY OFFICIALS AND YEAR BOOK 


FOOD DIRECTORY . DIRECTORY OF SHIPOWNERS, SHIPBUILDERS & MARINE ENGINEERS 


TOTHILL PRESS LIMITED, 33, TOTHILL STREET, LONDON, S.W.1. 
Telephone : WHitehall 9233 (12 lines) 
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COMMENT 


MARKETING 
MADNESS 


sumer goods to a mass market 
in a free, competitive economy. 

it is the most valuable tool of 
marketing, but its application 
is useless if any of the other 
links in the distributive chain 
are broken. 

It may seem to be stating the 
obvious to insist that a pre. 
requisite of the sales operation 
is to have adequate supplies a! 
the retail outlets. But the fact 
remains that this simple re- 
—- is not always f.!- 


Bare shelves 


Sometimes, the potential cus- 
tomer is attracted to the 
obvious point of sale only to 
find the shelves bare. The ad- 
vertised product is not under 
the counter — it is just not 


there. 

This problem of publicising « 
product which is not in sic’. 
nationally—which has been « 
bane of press media from time 
to time — is now causing 
worries to commercial T\. 

Mrs. Renee Palmer, director of 
Advertising Features Ltd... who 
produce the week-end shopping 
guides, “Home with Joy Shel- 
ton” and “Going Shopping 
with Elizabeth Allan,” says 
that viewers have complained 
that when they go for producis 
they have seen advertised. 
shopkeepers tell them either 
that they have run out of 
stocks or that they have not 
yet received their supplies. 


Loss of goodwill 


In one instance lately, an adver- 
tiser urged viewers to apply for 
a publication concerning his 
well-known branded products. 
Mrs. Palmer says that from her 
mail it would appear that at 
least 25 per cent of viewers 
were told by local stockists that 
they did not have this parti- 
cular publication. 

Another example concerns a food 

which received not 


tomer is, if anything, an even 
bigger menace to the goodwill 
of a product than is the dis- 
satisfied purchaser. 


Walkers 


(showcards) GR TEs 


- MANCHESTER © 
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Talking Points 


What next? ask advertisers as prizes 
rise to £25,000 plus 


A RE newspaper competi- 
++ tions getting out of hand? 
\t least two publishing houses 
nust lately have been ponder- 
ing the question. 

fhe Daily Express were 
launching a Christmas com- 
pet.uion with, it was first stated, 


1 prize of £5,000. 
ihe Daily Mail stepped 
\raight in with a contest for 


which, they said, the prize would 
be £1,000 more than anything 
fered by any other newspaper. 
the bids rose to the £25,000 
wk from the Express—which 
de the Mail figure automati- 
£26,000. 
But the Express added a 
prize. 
\dvertisers, and their agents, 
eyes on rising rates, were 
sng this week : “Where do 
. go from here ?” 
Answer on this competition : 
Vo further. 


()' OTE from Bernard Denvir 
in Art. 
“Advertising is a recent 
rowth, the outcome of mass- 
duction, and mass-distribu- 
n. It is the apotheosis of the 
i.stributive trade, the step-child 
' monopoly. But it is, in a 
way, the most unreal of all 
isiness activities. For, in the 
1g run, advertising deals with 
ynderables. Not all the 
iborate machinery of statis- 
of media research, or of 
narket surveys can disguise the 
ict that advertising cannot be 
casured. It belongs to the 
religion of commerce, not to 
; physical realities.” 
As a matter of fact, it has also 
been known to sell! 


‘BUB AND BOTTOM’ 
SS‘ ME advertising men are very 
WO keen to establish themselves 

» members of a_ profession. 


t 
Tt tend to contrast their status 


unfavourably with that of the 
pournatst 

Have they really anything to 
worry about? Not according to 
Magog, who writes the Fleet 
Street Letter in Printing News. 


He says that to-day there is “a 
much sounder public regard for 
the advert 


sing consultant and 
administrator than there is for 
the modern journalist.” 


“Advertising,” he asserts, “has 
shown that standards can be 
raised and public regard won. 
To-day the general practitioner 
in advertising is of high standing 
and his work in the press com- 
mands respect because of its 
general truthful presentation. . . . 
In many journals and newspapers 
the advertising spaces carry far 
more weight and respect than the 
editorial matter.” 

Magog blames the “bub and 
bottom boys” with their “un- 
restricted sensationalism” for the 
decline in respect for journalism. 

But he stresses that this applies 


only to a section of the press. 
The provincials, the business 
press and trade and technical 


journals are exonerated as “sound 
and untouched by this disease.” 


GAY—YET GRAVE 


he Daily Sketch was in gay 
mood last Saturday. 

A composite page of small dis- 
play advertisements was headed 
“Christmas Bargains” and decor- 
ated with trees and sleighs. 

At the bottom of the page, the 
last ad announced “Memorials of 
Grace and Dignity.” 


DOWN UNDER 


ND in the same vein... . 
D. E. Woolf sends this gem: 
“I do not really know whether 
a headline I have just seen in a 
monthly trade journal is an un- 


TO-MORROW’S 


@ The spate of advertisement rate 
rises to follow’ print bill in- 
creases is expected to exceed 
the biggest since the war. 


@ Far-reachin changes are 
planned or White’ Fish 
Authority advertising in 1956. 
Evening and provincial news- 
papers will be more extensively 
used, and there will 
emphasis on point-of-sale tie- 
ups. 


@ There will be extensive use of 
live TV commercials in the 
New Year. Big advertisers are 
impressed with the sincerity of 
the few which have already 
been screened. 


@lf a bid to grow bamboo in 
Scotland succeeds it will pro- 


solicited testimonial or the result 
of very advanced market re- 
search. The headline reads 
Greetings From Down Under. 

“I should perhaps mention that 
the magazine in question is the 
Funeral Service Journal.” 


BURSTING OUT 


LMOST anything can be 

tied-up with Christmas. 
Look at this handout, for 
example : 


Christmas time is synono- 
mous with party giving and the 
problem of the correct 
foundation garment to wear 
under party clothes becomes 
more pressing than at any 
other time of the year. 

And so it goes on—400 words 
or more about corsets in the 
season of letting out belts ! 


ROUND AND ROUND 


HEY’RE trying to get a 

PRO for Glasgow. Murray 
Milne has recently spoken of the 
necessity for such an appoint- 
ment and the Evening Times has 
carried a leader about it. 

But, of course, it has all been 
said before. J. D. Mitchell, 
managing director of Mitchells 
Advertising Service Ltd., 
addressed the Publicity Club of 
Glasgow in 1931 along similar 
lines. His speech, urging the 
need for more publicity for the 
town was printed as a booklet 
entitled Civic Endeavour In Full 
Measure. 

Nothing positive has yet been 
done by the local authorities. 


TOPICS 


vide raw material for the 
manufacture of transparent 
wrapping. 

@ Expect several leading maga- 
zines to raise their selling 
prices soon. Increased w 
bills in the print industry will 
tax the budgets of even the 
most economically based 
journals. 

@A new development in carpet 
manufacturing is expected 
shortly. A carpet incorporat- 
ing new features will be adver- 
tised on a large scale. 

© Special world travel campaigns 
are being planned to tie-up with 
the Olympic Games to be held 
in Melbourne next year. 


ROUND TABLE 


CENtral 4965/6/7 
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oan 
yOu 


make 
yourself 


heard | like this ¢ 


You may be able to if you are used to Public 
Speaking; but your efforts w be wasted 
on an audience that doesn't apr: eciate your 
oratory and, anyway, isn't like'y to consist 
of those people you want to rea-h. Which 

audiences 


brings ustoour point: differen: 
need different approaches—particularly 


where the printed word is concerned. 


That is where Perry Press Productions 
can help you. Producing House journals— 
with sales or staff appeal, illustrated Com- 
pany Reports, Jubilee publications, Come 
pany histories and handbooks. brochures 


and catalogues of every kind is our job. 


It's specialised work. To be done properly 
it needs the ability, flair and sparkle of 
skilled journalists, photographers, de- 
signers, typographers and production men 
The resources, in fact, of Britain's leading 
Publishers to Industry. 


PERRY PRESS PRODUCTIONS LTD. 


Standbrook House, 


2-5 Old Bond Street, London, W.1. 
Telephone: GROsvenor 8346 
Telegrams: Imprint Piccy London 
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How to educate cooks into new 


uses for milk products 


The first ever “Dairy Cookery Week” has impressed the sponsors so much by its 
success that the Nationa! Milk Publicity Council hopes in future to hold two a year. 


A NATION-wide effort to 
increase the use of milk 
and dairy products in home 
cooking is how “Dairy Cookery 
Week” was officially described 
when it opened in late October 
to be conducted in some 250 
cities, towns and villages 
throughout 42 counties in 
England and Wales. 

The campaign (which was 
timed to coincide with the 6 
annua! Dairy Show, at Olyn 
London) was sponsored by * 
National Milk Publicity Cour 
and organised by Mather 
Crowther Ltd.'s general pu» 
city department 

A few days before the “Wee! 
began Raymond Oliver, !} 
television chef, and Margu 
Patten, television personalit 
here, gave a combined cox 
show to an audience 
journalists, television, radio 
stage celebrities. 


SOUTH EASTERN 


GAZETTE 


Head Office: MAIDSTONE 3388 


From this event, held at the 
Savoy Hotel, came a lot of press 
publicity (see right) which en- 
abled the “Week” itself to get off 
to a well-prepared publicity start 


Each town covered 


Special dairy cookery shows 
were held by regional Gas and 
Electricity Boards at their own 
showrooms in each designated 
town. They were announced in 
local newspapers the week before, 
ind free leaflets of attractive 
recipes were distributed. Some 
f the recipes were those actually 
jemonstrated by M. Oliver and 
‘iiss Patten at the Savoy Hotel. 

e National Farmers’ Union, 
Women's Institutes, Towns- 
women’s Guilds, Co-operative 


Women's Guilds and other bodies 


were also invited to take part. 
Che theme of this autumn activity 
is “Building up Winter Health.’ 
For the press cookery show, 

2 complete “Anemone” electric 


CHATHAM 
OBSERVER 


= = 
fs. 3 


60, FLEET ST. Fidet Screet 7500 == 
= 


kitchen was installed in the 
Savoy Hotel’s River Room by 
CSA Industries, Warwick, 
and the hotel engineers. The 
organisers believe that this was 
the first time that such a 
method of presentation had 
been used. 


Advance publicity began in 
Paris in mid-September, when 
Philip Harben flew to Paris with 
Children’s Television cookery 
expert Jacqueline Rose, to meet 
Raymond Oliver Harben’s 
French counterpart in more ways 
than one. Both have photogenic 
beards, and M. Oliver's is particu- 
larly well-known on his Monday 
night half-hour cookery pro- 
grammes, “Art and Magic of the 
Kitchen,” for French television. 


TV presentation 


Press features and photographs 
of this meeting soon found their 
way to this country The two 
also met when Oliver arrived at 
London Airport The French 
visitor was terviewed by 
Macdonald BBC 
television “Highlight” the same 
evening—during the course of 
which a specially prepared Radio- 
Diffusion Francaise tele-recording 
of one of his Paris programmes 
was shown to British viewers. 


While on his four-day visit, 
M. Oliver (who owns the Grand 
Véfour Restaurant in Paris, a 
bistro, and four hotels) saw and 
praised the ultra-modern Moo- 


Hastings io 
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Some press 


. . 
opinions 

“With a flourish of pots 
and pans—copper for the 
French, aluminium for the 
English—with Gallic hand- 
kissing and British goodwill 
on all sides, the rival parties 
showed the assemblage their 
own conception of cooking 
with milk (which, as Mrs. Pat- 
ten pointed out, loses none of 
its goodness in the process).” 

-The Lady. 

“Dairy Cookery Week . 
has been of much help to the 
American farmer. If it helps 
our farmers, it is worthy of 
support.”—Daily Mail. 

“Cookery genius on the 
television stage is making it 
all too clear that if home 
meals aren't exciting, the 
cause is lack of interest. 
And all this in a setting such 
as only the English can pro- 
duce, a stage kitchen with cup- 
boards and drawers in pale 
parma violet.”"—Daily Tele 
graph. 

“I was at least 15 minutes 
late for a date with ‘Miss 
World.’ . . . I felt hungry for 
the rest of the morning.”- 
The Star. 

“I for one, shall give ‘Dairy 
Cookery Week’ full support. 
Milk is perhaps the most 
health giving food of all.” 
Birmingham Gazette 

“Oh, to be a tired business 
man!”—Daily Dispatch 

“At the end of the demon- 
stration, the English specta- 
tors fell on M. Oliver's con- 
coctions as though they were 
starving.” —Fvening News 

“A performance that had 
our mouths watering.”—News 
of the World. 


Cow Milk Bar at Victoria, and 

ate a traditional English meal 

at the Hind’s Head, in Bray. Later 
@ Continued on page 18 


Marguerite Patten, Zoé Newton, and Raymond Oliver drink the old 


English “Syllabub 


(whipped cream brandy and sugar) during the 
Savoy Hotel launch of the 


“Week 
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Southam Newspapers cover 


zm portant centres 


in Canada 


as no other media can! 


For intensity of reader interest you cannot beat local newspapers 
especially in Canada where the population extends as a relatively narrow 
fringe along the southernmost border. Cities are far apart and no one 
Magazine or newspaper gives complete national coverage 

You need a group of newspapers. The 7 Southam Newspapers, for insta 
Here is a market all by itself—more than one thousand, six-hundred mill: 
dollars in retail sales per year—more than 1,500,000 readers daily 

To do business in Canada you cannot ignore newspapers—and you 
cannot afford to overlook the 7 Southam Newspapers For 


omplete market 
details, please write our U_K. representative 


F. A. SMYTH, 34-40 LUDGATE HILL, LONDON, E.c. 4, 
TELEPHONE: city 2784 


He wall be pleased to send you our booklet 
sell now wn Canada, or hope to do v6 


wt worth whether you 


you ect ACTION when you advertise in THe orraws zes HE MAMILTON SPECTATOR ue 
fRIBUNE, THE EDMONTON JOURNAL, THE MEDICINE aT NEWS f ARY HERALD, THE VANCOUVER PR 
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Twenty-four per cent. of Sunday 
Newspaper adult readers in 


BIRMINGHAM 


are readers of the 


Sunday Mercury 


Research Services’ Survey of the population 
within a radius of 10 miles of the centre of 
Birmingham shows the following Sunday 
Newspaper adult readership 


News of the World 47%, 
Sunday Pictorial 40%, 
The People 34% 
SUNDAY MERCURY 24% 


Next Sunday Newspaper 18% 


Sunday Mercury 


BIRMINGHAM’S OWN SUNDAY NEWSPAPER | 
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‘Dairy Cookery Week’ 
boosts local ads 


During the course 
of Philip Harben's 
visit to Paris he, 
with Jacqueline 
Rose, of the BBC 
Children's Tele- 
vision service, 
visited M. Oliver's 
(at right) estat 


lishment 
at the Savoy kkery show, 
which was attended by the Com- 
mercial Counsellor to the French 
| Embassy, Philip Harben and M. 
Oliver—-and “Dairy Cookery 


Week”  itself—wer introduced 
by J. Ridley Rowling, chairman 
of the National Milk Publicity 
Council, and Gordon Boggon, 
vice-chairman Mather and 
Crowther Ltd 


Provincia! impact 


Although designed mainly for 
the ordinary housewife, Mar 
guerite Patten’s programme at 
the show included a “Tired busi 
ness man’s pick-me-up,” and an 
old English Syllabub” (with 
whipped cream, brandy and 
sugar). That was the moment for 
a surprise appearance by Zoé 
Newton, in milkmaid’s cap and 
smock, carrying a yoke of pails 


> 


A dynamic performance in fas 
cinating English was then given 
by M. Oliver, who used generous 
quantities of milk, cream and 
butter His repertory included 


stuffed red mullets, Pyrenees pan- 
cakes and mias (a kind of soufflé 
of his own invention). The ques- 
tion M. Oliver is most frequently 
asked by interviewers is: “What 
happens to all the food you cook 
in demonstrations?” In the case 
of this Savoy Hotel show, the 
answer was clear enough: the 
front row of the audience cleaned 
up every platter within two 
minutes of the end. But there 
was more to it than that 
The main impact of “Dairy 
Cookery Week” was, impor- 
tantly, in the provinces, where 
many newspapers used the 
occasion for special displays of 
dairy advertising. These were 
supported by news releases, 
pictures, stories, recipes and 
biographical features on M. 
Oliver. The National Milk 
Publicity Council hopes to 
hold two “Dairy Cookery 
Weeks” a year, and it is pos- 
sible that the next will form 
part of a national Dairy Festi- 
val in June. 
The first one was certainly a 
success. 


Opening the cookery show at the Savoy Hotel, J. Ridley Rowling, 

chairman of the National Milk Publicity Council, stressed the nutri- 

tional value of milk products, and introduced Philip Harben and 
M. Oliver. 
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ABC certified net sale January/june, 1955 


By far the largest sale of the financial weeklies 
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INVESTORS’ CHRONICLE 


the only financial weekly with an ABC certificate 
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INDUSTRY - 


See Page 77 
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New Big Page Size—will give advertisers still more 


room for effective layouts. 
10)" x 8 


(New page size will be 


; type area 9 x 6}".) 


Extra Editorial Features—wil! 


compictely the solutions to modern management problems. 


cover even more 


More Colour—will enhance the journal's appeal both 


for the advertiser and the reader. 


E 


practical, realistic and forward 
management. These new impr 
needs of busy top executives, t 


of important men in industry anc 
sull more business. Chief am 
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The Executive Himself—a fresh, practical 
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Business 


The Journal of Management 


New Big Page Size—will give advertisers still more 
room for effective layouts. (New page size will be 
10)" x 8; type area 9” x 6}".) 


Extra Editorial Features—will cover even more 


compiectely the solutions to modern management problems. 


More Colour—will enhance the journal's appeal both 


for the advertiser and the reader. 


BusiNgEss, the Journal of Management, has already a world-wide reputation for 
practical, realistic and forward-\ooking cditorial of outstanding importance to 
management. These new improvements are specially designed to meet the growing 
needs of busy top executives, to keep them in touch with modern developments in 
an increasing number of com)icated subjects. The larger format will enable 
advertisers to display their products and services still more forcefully to the thousands 
of important men in industry and commerce for whom BUSINESS means business and 
still more business. Chief among the extra editorial features will be 


(i) Science Outlook—an entirely new journalistic approach on 
scientific developments and how they may be applied and used in industry 
This service will bridge the present gap between the technologist and 
the lay executive who has to apply new discoveries. 


(ii) Marketing Methods—regular success stories of how to sell 
at home and abroad. 


(iii) The Executive Himself—a fresh, practical series of 
articles on the health and welfare of the men at the top who carry 
the responsibilities of running a business. 
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Review of Advertising 


After listening to some of the 


TV spots, COPYTASTER exhorts— 


Send for the masters 


of 


OR a few moments | want 
to venture into Teletaster’s 
territory waving a flag of truce 
in one hand and adjusting my) 
bullet-proof vest with the other 
and ask a question about the 
music of television com- 
mercials. 
I hope he will tell his Chicago 
office I said “Pax.” 
My ears have taken a terrible 


beating since I began to look 
commercial television Nea 
40 per cent of the advertis 
have a theme tune—a m 

slogan so to speak—-and it 
usually so atrociously rend 


that I am growing cauliflow 
cars 

I cannot complain of that, f 
it is an occupational risk; b 


do find it strange that almost 
the dull little airless tunes hay 
such a powerful family 
and several of them are s 
unison in a minor key by a t: 
who sound like conscripts from 
the typing pool 

Such music has a dying fall, 
and | doubt if it makes the sales 
look very lively 

Perhaps it will all be plausibly 


*Meet 
the Dog’sG\7 . 
Day Ry 


{ mek tate Seite eet: enatieis wricaseoes coe Senne | £0 


music! 


explained in time, but if you are 
yet committed to a signature 

v¢ for the products under your 

¢ you may like to consider 

x thoughts 

@ When one writes a slogan, 

né Iries to give it a gimmick 


um will make it stick in 
ple’s memory—an unusual 
rd or a _ “harmless pun 
perhaps, or a@ rhyme or an 
unexpected transposition of 
rds. A signature tune could 

» be made memorable by 


hoosing a memorable air and 
verforming it unusually. 


® The copyright in a piece of 


sic dies 40 years after its 
nposer. So you have all the 
wonderful. melodies of Beet- 
en, Purcell, Bach, Handel, 
Havdn, Vivaldi, Mozart, 
( pin, Albeniz, Schubert, 
Romsky - Korsakov, Bizet, 
Verdi, Wagner, Berlioz and 
0 others to choose from. 


Vany of the most catchy tunes 
ire so seldom performed that 


vy would seem as fresh as 
lodils in spring. And let's 
forget that one of the 


est and most successful of 
all American singing commer- 


This is one of a 
series of advertise- 
ae. ments that has re- 
minded Copytaster 
of something he 


e read with much 
Meet appreciation when 
very young. He 

the dog’s meat considers this to 
have enough action 

Chamhs of reel. +. cod fo be interesting 
faret im mowrivhiny pelty and enough charm 


be persuasive 
(see page 24). 


This advertisement, 
thinks Copytaster, 
contains some 
splendid stuff. He 
is, however, 
puzzled to know 
why one so aftrac- 
tive should be 
Roing for a 
Parisian holiday 

all alone. eudiaal 


cials was based on 
John Peel. 

@ /t is true that in London's 
equivalent of Tin Pan Alley 
you can have a tune specially 


Our Own 


written for ur product for 
quite a small hatiul of guineas 
But if a composer of such 
music did dream up a really 


memorable melody would he 


be wise—or likely—to let vou 
have it whe mn a record com- 
pany might make a smash-hit 
of it and sell a quarter of a 
million discs 

@ At £1,000 a minute, a sie- 
nature tune is a major capital 
investment even if if runs for 
only 10 seconds once a week 
An out-and-out winner can 
double or treble the impact 
and memorability of a com- 
mercial 

@Of course it may have 


been argued that if the tune is 
too good, people will pay more 
attention to it than the selling 


points in the commercial 
That would explain about 18 
of the 20 theme tunes that I 
have heard 

> > > 


Lono aGo (two years perhaps) 
this column was very impressed 
by the Knight's Castile soap 
advertisements showing a trans 
parent veil being drawn aside 
from a girl's face. “Reveal your 
natural loveliness” was the theme, 
and for girls who could convince 
themselves that Spain is a country 
of beautiful women, the copy was 
quite powerful. 


: li > ¢ 
Look your loveliest 
WITH KNIGHTS CASTILE 


DecemMBeR 2, 1955 


ae ee oe 


Castile, you see, is a “Spanis 
soap. 


Stronger doses needed 


The dangerous fact, however, 
is that romancing in advertise 
ments is a habit-forming drug 
You get a taste for it, and then 
after a while you need bigger and 


Stronger doses to get the same 
effect. Now look above 
In this immensely striking 


advertisement a girl can learn 
that Knight's Castile does far 
more than make her look like 
a Spanish beauty with serena- 
ders forming a queue beneath 
her balcony. She can now get 
promotion and meet a fighter 
pilot in the train to Paris. 


Her blue eyes (perhaps not 
caused by Knight's) and her beau 
tiful Castile complexion will so 
enrapture the pilot that he 


eschews the glamorous girls of 
Paris, takes her dancing by moon- 
light and drinking in quaint little 
cafés, and three months later wi! 
give ther “the perfect ticket t& 
happiness”—a diamond ring. 
(Why a eirl so_ irresistibly 
attractive should have set out 
all alone for a fortnight's holi 
day in Paris is a mystery we 
shall never solve.) 

This is splendid stuff. 

It reminds me of the man 
before the war who smoked a 
type of cigarette that came in a 
dozen instead of 10 to every 
packet. They enabled him to 


@ Continued on page 24 


ee = —— 
. \OV’ ; 
(eo mMnivis joun 
.' 
——————— : 7 
tO TOMIANCS 
epee So eh 
Be - ee 3 | . - 
= a P= ie! > 
r.. A” 
f " Be. 
< - ba _ dee , 2 
| * : : <te 5 
> : i— = 
3 73 ye. 
\a 
¢ . Bs eee 
ec a > 
a“ a .*. _ . 
ts 7 bo rT > 
mee oO \4 oa ‘ 
: a T. py % % es | 
| ee nn 
; Po ant} 
ee | 
y 4 
| a | 
“4 3 
| c: 
: x r & pe | 
Ee ty OE a oA 
‘SSS * | 
a pen a a ; 
i ~—— | 
ET an A") | 
; Mec 4 ary a 
. v 
, 2. 
' | oo “ tne 7 


“9 


| 


December 2, 1955 


ADVERTISER'S WEEKLY 


Services for 
Advertisers and 
Agents 


Sample and Circular Distribution 


House-to-house distribution of samples and circulars is highly organised. We have a very 
large staff continuous! employed throughout the country. On average over 2,500 field staff 
are employed each weck. Distributors operate in teams of five, four women distributors and 
one full-time supervisor with a car. Over every ten teams there is an inspector, and over the 
inspector a chief inspector. In addition, our own research staff make further checks on 


distributions. 


We have mapped every town in the country and these maps include full details of all new 


property, probably 


‘ only complete record in the country. All staff are fully insured, 
including a special ca: insurance for the supervisor, to cover business use and the carrying of 


samples. Average di:'ribution is 11,000 per team per week and we can cover all the towns of 


the country in just over four weeks. 


House-to-house <..‘ribution has many uses. 


It can be used for mass distribution of 


literature or samples «: low cost. It can be used in small areas for test selling schemes and 
product reactions. |: can be used to support retailers round their customer area—and there 


are many other uses 


It can be selecti:c according to class or such groups as houses with gardens or garages 
If you consider »use-to-house distribution of samples or circulars of value to you, write 
for our comprehensive booklet. If you want advice, we have more knowledge of sampling 


and its effect than anyone else in the country. 


Market and Consumer Research 


A Census of Distribution 
We offer a simple and quick method of checking 
distribution in any part of the country. The stocking 
of the product is checked by actual purchase and the 
information obtained reveals :— 
(a) Percentage of shops in stock ; 
(6) Percentage of shops out of stock ; 
‘ ¢) Percentage of shops not stocking ; 
nm Percentage of shops who have ceased to stock. 
The information is obtained very quickly and the cost 
oe 100 calls on grocers and £35 per 100 calls 
retailers, chemists and others, exclusive 
of cost of purchase of product. 
Commissioned Research 
We have a large field force of trained investigators in 
all parts of the country. We can undertake national 
research on any scale. 


Consumer Panels for Product Testing 


We have five consumer panels, each of 500 housewives 
representing the mass market classes B, C and D 
Research through these panels is operated on a regional! 
or national basis and are ideal for obtaining quick 
reactions to problems concerning products. The basic 
cost per research per panel is £75. 


Commercial TV Panel 


We are able to offer a panel of over 500 commercial 
TV viewers spread over the entire London Commercial 
TV area, and duly stratified into income groups, 
households with children, etc. It can be used for 
detailed research or for spot check on specific pro- 
gramme reception 


Fuller details of these services are given in our booklet 
“ Research Facilities’ and a copy will be sent to you on request 


CIRCULAR DISTRIBUTORS LTD 


> CONSUMER RESEARCH 


LONDON SALES OFFICE: 54 GT. MARLBOROUGH ST. W.!. GERRARD 0068 
HEAD OFFICE: GLEN ISLAND, MAIDENHEAD. MAIDENHEAD 1120 
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With the Astral Arts Group you 
deal with one organisation, one 
contact for all your Sales Promotion 
requirements. Our complete service 
ensures co-ordination from first 
designs to final production, 


No other organisation in this 
country offers such a comprehen- 
sive service for the creative design 


and complete production of any 


form of Sales Literature, Point of 


Sale, or Dealer I‘isplav. 


We should welcome the opportunity 
of handling your next creative 
Sales Promotion project. 


For further details of our design. 
art. photographic, copy, printing 
nd display service, please contact 


THE ASTRAL ARTS GROUP LID 
171 New Bond Street, London, W.1 
GROsvenor 8711 (10 lines) 
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Copytaster wonders about 
a miraculous cigarette 


FAMOUS DOG DIARY COLUMNIST 
REVEALS SECRETS @ 


OF THIS SUCCESS 


Holds Press Conference 


The owt femeus 


~ gave ee inter 
Drew Televinies and Badle reporters 
« came to write Re 
acments whickare © appear 

» fae the mr fog food 


Something should 
have been done, 
thinks Copytaster 
to acknowledge the 
original version of 
this dog diary 
theme Apart 
from that, he cor 
siders it to be 
good advertise 
ment 


save up cnough moncy to go to 
Monte Carlo, pick up a gay 
Frenchwoman in the Casino, and 
live happily ever after with her 
n a chateau on the Loire. Inc 
dentally, I wonder what hap 
pened to those cigarettes; you 
never hear of them nowadays. 

And I wonder what w//! happen 
to Knight's Castile Soap 


Same formula 
over again 


WHEN I was very young indeed 
ny favourite book for a few 
months was called The Dog's 
Day. Can 1 be day-dreaming or 
was it really by Philip Emanuel” 
The book set out the dog’s ex 
periences minute by minute in 
fiary form like this 

9.00 am. Ate breakfast 

9.01 a.m. Ate kittens’ break 
fast 

9.02 a.m. Trouble with cat 
(the kittens’ mother) who 
doesn't fight fair, using claws 

9.03 am. Showed bleeding 
paw to mistress, who kissed 
and consoled me and dressed 
paw with bread poultice 

9.10 am. Ate bread poultice 

Even now I think that rather 
funny and clearly | am not alone 


hog Diariet of ofl 


oe recently 


the dog’s 
meat_ 


in this, tor here is a dog-food 
called “Meet,” using the same 
title—and the same formula but 
not a trace of the crispness 
that made the original so popular 

If ever there was a case for 
saying With apologies to the 
author and publishers of “The 
Dog's Day,” this is it, but ac 
knowledgment there is none 

Nevertheless, this is a good ad 
vertisement 

The picture of the dog tripping 
up the girl with his lead has 
enough action to be interesting 
and enough charm to be persua 
sive. The copy has enough inci 
dent to hold the attention and | 
think that very few readers will 
be irritated by the frequent 
reiteration of the product's name 

Copywriters tend to be too 
shy and self-conscious about 
bringing selling points into 
copy of this kind. 

They argue that it makes the 
copy stutter and limp instead of 
reading easily, although half the 
art or skill of copywriting consists 
of overcoming such difficulties 

In any case, most readers do 
not even notice the stutters 

+ * * 


ABOUT SIX weeks ago you ma‘ 
have read in one of the daily 


@ Continued on page 26 
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nto the homes of professional 


ant 
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«ee loberead 
\ and reread. 


It is 
picked up, 
<>, put down, picked up, 
put down, 
up, 
down, 
up, 
down, 
up... 


(Yes, there is so much of 
interest to read) 


and each time 
your advertisement 
is seen with renewed 
interest. 


Whatever social class you may wish to reach... 
there is nothing like the local newspaper 


to create and increase sales! 


NEWSPAPERS GROUP LTD. 


EVENING NEWSPAPERS: Hall Daily Mail - Grimsby Evening Telegraph - | Heats Echo - Evening Sentinel (Stoke-on-Trent) » Derby) Evening Telegraph 
: Leicester Evening Mail - Bristol Evening World - South Wales Evening Post (Swansea) » The Citizen (Gloucester) - Gloucestershire Echo (Cheltenham) 


WEEKLY NEWSPAPERS: Yorksh and L jnshire Times (Hull) - Grimsby Saturday Telegraph Staflordshire Weekly Sentinel ( (046-00 Trem) 
Herald of Wales (Swansea) « Gloucester Journal © Cheltenham Chronicle 


R.H.PENNEY Advertisement Director 163 QUEEN VICTORIA STREET, LONDON, E.C.4 TELEPHONE FLEet Street 6000 
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Ad Man’s Bookshelf 


Guide to the meaning of 
motivation research terms 


The Language of 
as Related to 
Joseph W. Wulfec 
Bennett, published 
Publishing Co., 


HIS 

make the 

and writings 
psychologists 

research 


and other rea 
with human be 


A practical k 
language of 
tural anthropok 
psychoanalysis, 


Ltd, 
unusual 


and 
specialists of 
more use to advertising m 


such 


Dynamic P 
k and 


price 30s 


bx ” ks, 


ders 
haviour 
ey to the 
fields 
ey. ph 


$socia I 


logy, and statistics, it n« 


defines words, but also hel; 
understand their 


reader 
in psychological 


To-morrow’s vocabulary 


usage 


Motivation Research 
Edwar 
by McGraw H 


guide 
rep rl 


of dynan 
motivatio 


concerne 


mea 


Hundreds of 
which psychologists 
psychiatrists, and such scicr 


have used in the past, or 
use in the near future, 
included——words like 


psychoanalysis 
drive 
frequently enco 
ever-widening 

motivation 


sism., 


resca 


KURT ARD 


key 


sock 


cathe xis 


identificatior 


untered 
literature 
rch 


For each word, this practical 
treatment first gives a precise but 
mply stated definition—-what 
word stands for in the 
issical sense. The authors then 
xpand the definition with com- 
nts and examples in everyday) 


nguage They also rovide 

ences to other words where 

:dditional information can be 
nd 


\ew version of 
the Old Story 


Bible Story, by Guy Danie 
the Grosvenor Press 


2s 


pub 


(England 


’s° HIS magnificently produced 


* book comes very timely 
the Christmas gift season 
author has retold the 
in the light of modern 

ledge about mankind's 

ia! development of religious 

showing how the Bible 
to be written, and what it 
cant to successive centuries 
ristians 

superb colour illustrations, 
ly photographed at 
ms and galleries all over 

e, show how great artists 


have been inspired to tell of 
Biblical incidents in the pictorial 
terms of their own times and 
their own personalities 


DecemBerR 2, 1955 

This volume, containing 192 
pages of text, including six maps 
and 48 colour plates, is bound in 
white vellum linson 


REVIEW OF ADVERTISING —continued 


newspapers a statement by the 
British Dental Association about 
untruthful or exaggerated claims 
in dentifrice advertisements 

Among other things it said that 
no dentifrice can prevent decay. 
You might suppose that this was 
a serious blow to some of those 
advertisers who declared so 
stridently that scientific tests in 
American universities had 
proved 


@ That brushing your teeth 
with X paste after every meal 
would prevent decay. 


@ That with X paste you 
need brush your teeth only 
once a day to defy deca 
But of course the blow has 

hurt them no more than a love- 
tap from a woman's fan. Even 


on television you will hear the 
same old story, and the president 
of the British Dental Association 
would have done better to save 
his breath to cool his porridge 

If the advertising organisations 
are doing anything about it they 
are being mighty quiet. So may 
| suggest a magnificently uncon 
structive course of action? 

Why don't they hand the 
whole thing over to that 
famous committee of the Ad- 
vertising Association that was 
appointed five or six years ago 


to investigate all those wild 

claims about chlorophyll? 

| simply do not believe the 
story that all but one of the 
members have died of old age 
and the survivor has absent 
mindedly used all the evidence as 
a spill for his pipe 

For 


one thing, he does not 
smoke a pipe; it is always a 
Corona cigar 
. 
As she is... 
FROM TIME to time I like to 
present for your inspection a 
really outstanding example of 
English as she is but should nor 
be wrote This little mon- 
strosity appeared not in an 
advertisement but in the news 


columns of a pretentious weekly 
magazine 


.. M—L makes about 
£30,000 a year—probably top 
money among British _ stars 
Says she (with a blunt dig at 
stage stars who think they're 
slumming when they make 
pictures): “I am not one of 


those who is always dissatisfied 
with what she is doing.” 


If Miss M— L— made any 


comment at all —* said 
“We was misquoted.” 


REPRESENTED sy ARTIST PARTNERS Ltd. 


44a DOVER ST. LONDON. W.! 


HYD 9941 
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THE UPWARD TREND OF COMMERCIAL TELEVISION (4) 


adult viewers for Mm " WV 


On Sunday, November 13th, the average audience for the whole 
of **AA” time (8-9.30 p.m.) was over one million viewers; and all adults 
at that. Th - is shewn by the latest B.B.C. research figures for that week. 

Over one million viewers. This is indeed commercial television 
history, and an even greater landmark for ATV, who have achieved it in 


only a few weeks. And these viewers—all adulis—were a million potential 


buyers of your product. The cost of reaching them for a whole minute 
was less than £1 per thousand. 

We keep on telling you the audience is growing. These latest 
figures are yet more proof of its growth—yet more proof that commercial 
television, and A.T.V. in particular, is a very powerful selling medium 
No advertiser can afford to ignore it. Make sure of your time on A.T.V 


by booking it well in advance. 


From strength to strength with 
—Mmake Mure F Your lime “ow 


ASSOCIATED TELEVISION LIMITED. TELEVISION HOUSE KINGSWAY. W 
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ADVERTISER'S WEEKLY 


ILLUSTRATED 
LONDON 
NEWS 


Britains most bighly regarded 
apo Uade builder 


GRAHAME E. BISHOP, Acvertisement Manager, 


Ingram House - 195/198 Strand - London -{W.C.2 
Temple Bar $444 


J 
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Typography in Advertising 


Mixing the types can be 


as bad as mixing drinks 


AS’ Christmastide approaches 

the advertisers of the 
liquids which cheer us at that 
season begin to advertise pro- 
fusely. While the bottles are 
always nicely drawn, it is to be 
regretted that the typography is 
not always up to the standard 
of either the drawing or the 
contents of the real bottle. 

Take the advertisement of 
Brandies of France Ltd. 

There are at least five type- 
faces used in the one advertise- 
ment—Perpetua italic, Elongated 
Roman, Gill Sans light, Bodoni, 
and Plantin italics. This is rather 
a mixture, and one hopes the 
drinks themselves are purer. The 
advertisement is very much a 
typographical cocktail and not at 
all in keeping with its subject. 
Bodoni and Elongated Roman 
would surely have been sufficient. 
The setting is confusing, too. 


Christmas is the time 


for TRADITION 


Fhe Cbretmes paee cae beemmener the armen ae meter 
fetes eth TRADITION — 6 capertatene aged Lagquew 
Breeds revels erveced trem Demme ePaper te" bhredind 
Se Oy 
prdewemee Geo pale, dry Cagmee. TR AOTTION & » 
ated, entered pradiers of quality. ten md Ad tee 
rere i here ae cers mng Bs mr per sity Benge’ 


eon femme male TH AETTION 2 goth thet cotiewts ther 


.) 
Ei} = NORMANDIN COGNAC 


TRADITION 


LIQUEUR BRANDY 


Ce ee 


Bowie: ST}6d meh 


et bectien Mike coca 


.. and fer your 
Christmas ;-Star- 
LOREL shane «now 
i rome — LORE Thee 


a eo 
now re 


BRANDIES OF FRANCE LIMITED 
08 ew Peet, Leeks SE 


Five typefaces are used in this 
advertisement according to Roger 


| Darcy—who believes that Bodoni 


and Elongated Roman would 


have sufficed. 


says ROGER DARCY 


The style at the top, with its 
lack of justification, is quite gay, 
and the piece at the bottom, set 
in an orthodox way, is not 
objectionable either—but the two 
styles together do not seem to 
match. It looks very much as 
if the piece about “ I” had 
been added as an afterthought. 

There was a Haig advertise- 
ment (with a “corny” border of 
holly leaves) which was particu- 
larly undistinguished. The letter- 
ing was both poor and pointless, 
and the use of Cooper Black and 
grot was not very inspired. In- 
deed, one would have thought a 
national advertiser like Haig’s 
Whisky would have had a much 
more striking announcement. 

The Black and White whisky 
advertisement is an improvement, 
although hardly the most original 
in the world. At least it is not 
cluttered up and the hand letter- 


@ Continued on page 30 


‘BLACK: WHITE 


Although this advertisement is 

not very original, Roger Darcy 

believes that it gains by not being 

too cluttered up. Furthermore, 

he considers the quality of the 

hand lettering to be above 
average 
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NTERNATIONA 
sit ae 


ee! oLymPiAy | 


June 22-July 6 1956 


Three special issues| to cover the machine tool industry’s 
greatest event 


The Machine Tool Exhibition is held once every four years and the 1956 
event is certain to arouse tremendous interest. Exhibits range from 
machine and small tools to heat treatment and other plant and the three 
special Show numbers of MACHINE SHOP MAGAZINE will constitute a 
complete campaign covering this important event. The April issue 
(published two months before the Show) with its Review of Design 
Trends and Advance Information, the June Exhibition Review and the 
July number with its Final Show Summary, will gain the undivided 
attention of readers everywhere. 


APRIL ADVANCE DETAILS FOR OVERSEAS.. COPY MAR. 7 
JUNE EXHIBITION PREVIEW COPY MAY I5 
JULY EXHIBITION REVIEW COPY JUNE 7 


\ ; “ » an dk = Your direct contact with home & overseas 
achine Shop, 
~~ Ge buyers. Book your space NOW 
MAGAZINE 


DORSET HOUSE, STAMFORD ST.. LONDON, 5.£.! WATERLOO 133) 
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A vermouth advertisement that is 


crammed but typographically sound 


ing is somewhat better than most 


Rockwell light much too light in 
one sees in advertisements nowa- 


comparison with the rest of the 


days. advertisement. 

As for one from Dewar's On the other hand the Noilly 
headed “I say Scorcn is the Prat advertisement, although 
drink” (spoken by the hostess) it rather crammed with copy, is 
was really a bit of a mess. The typographically sound, being 
lettering was feeble and the based on one type family - 


Bodoni. It is a very neat an- 
nouncement and pleasing to the 
eye. 


Dominated by the bottle 


The same could be said for a 
much larger Vat 69 advertise 
ment dominated by a bottle of 
the product. To be perfectly fair 
to the other whisky advertisers, 
however, one must admit at once 
that there was not much typo- 
sraphy about it. It did its job, 
however, supremely well. Every- 
body Knows the famous Vat 69 
hottle and there it was in all its 
j amid Christmassy wrap- 
pings. A single line of type across 
: top “A time for making and 
keeping friends” was appropriate 
to the occasion. 

This was not set in Bodoni as 

ght be imagined but in the 
arely-used Walbaum. This type 
can be distinguished from Bodoni 

ius¢ among other characteris- 

s its hairlines are even sharper, 


Say “ Nonsy Paar” 6) 
and your ‘French’ » 
will be perfect! 


Here's why vant prefer tt — 


Ce 7. 


Try thie meat teat 
a my eee Riory 


family—Bodon 
“a very neat 


Based on one 

this advertisement is 

piece of work and pleasing to th 
eve.” 


F. M. Tisdall, wi 


on 
drawings and imagi? 
illustrations are well wn, 
combines good tast: than 


unusual feeling for atmosphere 
and style. He lives in London 
and devotes his spare time to 


painting and interior decorating. 


the lower case “a” is less 
rounded, the lower case “g™ has a 
flatter bowl and the lower case 
“k” is very distinctive 

As a little gem of typography 
in the drink field I would like to 
draw your attention to the adver- 
tisement for Hallgarten’s who 
sell “Blackfriars” Liebfraumilch. 
Examine it at leisure and see 
whether they have not used their 
three inch single column to 
much better advantage than 
those using half pages and even 
full pages 

Leaving the field of drinks | 
would also like to mention a rare 
use of Legend shown in an ad- 
vertisement for Liverpool. 


Weakest of characters 


There is a reproduction of 
Liverpool's first charter, written 
in Gothic cursive, and while 
Legend is derived from an earlier 
source, in the minds of the public 
the whole thing has an “ancient” 
look. Unfortunately Liverpool, 
or “Livrpul” beginning with an 
“L.” means that the weakest 


character in Legend had to be 
used. 
I have always thought that 
@ Continued on page 32 
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First charter 
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Aiwpul Hansa 
Pceebiiah sot 
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LIVERPOOL 
Centre of industrial Prosperity 
4? 
iw 
The Legend “L” should be re- 
designed, savs Roger Darcy. 
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He is a plant operator working on a new factory site. He is one of 
many, for it is a very big project indeed. So whose plant is he 
driving? Yours or your competitors? 

No need to tell you that choice of plant for such an important job was 
made chairman level. So which one of you advertises in MACHINERY 
MARKET—the journal that every top man reads? 

MACHINERY MARKET is ‘he commercial engineering journal. 

The only engineering journal that executives read specially for the 
advertisements. The man who has to buy machinery or plant turns 
to it as a matter of course. If you have machinery to sell (new or 
second hand) the right man will know about it if you advertise in 
MACHINERY MARKET. 


MACHINERY MARKET 


THE commercial engineering journal 


1 / b Vv E ca y Every form of manufacture is covered by MACHINERY MARKET —all who use or 
- 


need machinery and engineering material. A supplement published each week 
c v l D A y contains an immense selection of plant for sale, wanted and for auction. An 
annual subscription of 55 - includes the Machinery Market Trades Inder. 


THE MACHINERY MARKET LIMITED, 146A QUEEN VICTORIA ST.,E.C.4. Tel: CiTy 1642 (6 lines) 
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TIBBENHAM PUBLICITY LTD. 
Incorporated Practition 

244, HIGH HOLBORN, 

LONDON W.c.!. 


» Adwertising 


wi 


== 


“SYNONYMOUS WITH 


U REAL SERVICE| 


Regina Studies 


(SIGNS & OISPLAYS) LTO 


QUALITY 


SILK SCREEN PRINTERS 


IN ADVERTISING 


66 WALDECK ROAD, 


LONDON, W.4 


Chiswick 3359, 1789 & 6718 


— 


@Roger Darcy—C: 
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tinued from page 30 


‘Ads for drink deserve 
fine typography’ 


the upper case “L” in this type- 
face should be re-designed. 
That odd loop at the top which 
does not seem to know where 
it is going is inconsistent with 


my /y SPARKLES Ji (iit of the ifr 
Vs 


ott te, 
. 
+ . 
LIEBFRAUPILCH 


‘BLACKFRIARS’ 


LABEL 


Not too swee! = 

. . 

not too dr) - 
The f . 
rea F e 
“ * 
to _ 
4 Pom . 
\ ~ 
—_ . * 
io * 

. 
idfrave ha, | * At your 
\G- = : Wine Merchants 

fe 


MALL GARTEN 
. C3 


tc 


In the view of R r Darcy, this 
is a “little gem of t graphy in 
the drink 


the rest of the sharply designed 

upper case characters. The use 

in this advertisement draws 
attention to this fact very 
sharply, I feel. 

If I seem to have written very 
sourly about the drink advertise- 
ment typography that does not 
mean for one minute that I do 
not appreciate the products adver- 
tised. But I do think that such 
fine merchandise needs fine 
typography. Liebfraumilch is a 
very fine light wine and that little 
item i have mentioned brings out 
the qualities of the drink. 

Why not do the same with 
our famous whiskies? 


Tl 
1e 
Photography, 1955. 


published by the Royal Photographic 
Society, price 10s. 60d 

PUBLISHED annually since 1922, 
this valuable collection of photo- 
graphs is made up of a selection 
from all the exhibitions held last 
vear under the auspices of the 
Royal Photographic Society. 

Those who own this book will 
have a useful cross-section of the 
best contemporary photographic 
work and it will be of the utmost 
interest to those active in photo- 
graphy and the applied arts 


year's best 


Public Relations 


New battery grows before 
the eyes of press men 


| EPRESENTATIVES of 

Scotland’s daily, evening, 
weekly and trade press recently 
attended the first demonstration 
to be held in Scotland, of the 
new Oldham =  ~“Power-Seal” 
battery. 


The demonstration, which was 


held in the showrooms of Turner 
& Co. (Glasgow) Ltd was 
also attended by = representa- 
tives of Oldham service 


stations in Scotland The latest 
aid for the modern motorist, the 
new battery has exclusive pro- 
pertics made possible by the use 
of “Power-Sealed” plates, manu- 
factured by Oldham & Son Ltd., 
of Denton, Manchester 


Showing the experts 


The critical audience of experts 
saw the battery built up before 
their eyes. The electrolyte was 
added, and the battery allowed 
to stand for only 30 minutes 
By that time, the full power was 
released and it started the engine 
of a car 

Among the 
present. were 
the Electrical 
Observer, the 


newspaper men 
representatives of 
Journal, Glasgow 


Motor World 


Motor Trader, Glasgow Evening 


Citizen, Scottish 
Engineer, Country Life, 
Press, George 


Electrical 
Odhams 
Newnes (Glasgow) 


Ltd., Paisley Daily Express, the 
Bulletin, Glasgow Herald, Benn 
Bros., and Scotnews 


The demonstration and cock- 
tail party which launched “Power- 
Seal” in Scotland was organised 
by Gavin Starey, press and public 
relations ‘officer to Oldham & 
Son Ltd 


Commercial TV 
publicity 
under fire 


STRONG criticism of the way 
commercial television § interests 
are conducting their publicity has 
appeared in the “London Report” 
carried by Boxoffice, the Ameri- 
can film and television trade 
paper 

“Programme contractors,” it is 
stated, “do not understand the 
importance of the trade press and 
unlike the film industry, do not 
go out of their way to deal with 
trade papers as a separate cata- 
gory with separate and special 
interests,” 
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Space story of 1956 


AVENUE OF THE 


FUTUR 


“AVENUE OF THE FUTURE" ame of the great vista of 
the Hulton Boys and Girls Exhibition, to be held at Olympia, 
August September, 1956. 

Here is the place and time to seize the young imagination. 
An unprecedented shop window to advertise a choice of 
career ... to show your goods to the customers of the future in 
a setting of the future. 


Five million boys and girls devour Hulton’s EAGLE, GIRL, 


HULTON BOYS AND GIRLS EXHIBITION 
OLYMPIA — AUGUST 28th—SEPTEMBER 8th, 


ROBIN, SWIFT, every week. Five million boys and girls will 
be thrilled when they read of the giant interplanetary ships, the 
adventures in space, the drama and spectacles of this Exhibi- 
tion. Five million will want to come. Very many will 

This is an opportunity of the future— but the time to book is 
now. August °56 isn't far. Reservations are going fast. Not 
W. Bridges 
& Sons Ltd., Grand Bldgs., Trafalgar Square, London, W.C.2. 


a 


many booking days to go. Contact the organizers — F 


1956 
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InIreland... 


the Top of the Market read 


THE IRISH TIMES 


Londoa Office: 59, Fleet St, E.C4 


—the Top of the Morning: 


world. 


Telephone 


This installation concludes a complete 
past two years tO equip us entirely wit! 
We offer our services to you, a 


G. F. TOMKIN LIMITED 


DAY AND NICHT PRINTERS 


‘ ANNOUNCE: 
| "We stalling a new Double- 
Roya vo-Revolution Automatic 
| Letterpress Machine, which will be the 
| first of i to be built in London, 
| and w juce the highest quality 
| printing che shortest possible time 
| This machine will be available to from December [5th next 


change made during the 
the finest presses in the 
nvite your enquiries.” 


501-5 GROVE GREEN ROAD, LONDON, E.11 


LEYtons e 1164 


Mechanieal World 


AND ENCINEER 


journal, 


Undoubtedly one of the best media 
for reaching the buyers of technical 
products; this widely-read engineering 
published monthly. is an 
essential for every technical advertiser. 
Send for free specimen copy 

and rote cord... 
EMMOTT & CO LTD. 3! KING STREET WEST, MANCHESTER 3 
LONDON OFFICE. 50 TEMPLE CHAMBE 


INC RECORD 


AS, TEMPLE AVENUE, E.C.4 
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December 2, 1955 


DUBLIN NEWSLETTER 


From Edward F. MacSweeney 


Ireland is 


becoming 


research conscious 


CONSsIDE RABLI move- 
ment appears to be taking 
place among agency personnel 
in Dublin at this time; top 
executives of two agencies are 
making changes and recent ad- 
vertisements in Irish news- 
papers have been calling for 
layout artists for two agencies, 
a typographer, and the A. C. 
Nielsen Company (recently 
established here) is recruiting 


field trainees for market 
research 

Ireland is beco g increas- 
ingly survey consc s. and one 
ot the largest mot stridutors 
18 Currently engaged a survey 
of car ownership roughout 
Dublin The Assoc n of Ad- 
vertisers in Ireland recently 
reminded its members that while 
surveys, properly ¢ dg oul, are 
extremely valuable e view 
nust also be taken the cost 
should be more tha vered by 
the potential benefits accruing to 


the organisation o 


bearing 
the cost of the surveys 


Measuring the listeners 


Radio listenersh p is still the 
sudject Of research by sponsors 
and others, and it is now accepted 
that over 80 per cent of Irish 
adio sets are switched on to 


Radio Eireann during the lunch 
time period when sponsored pro 
grammes are being broadcast. Re 
sponse to these grammes 
varies {just as quality 
differs widely), but the Electricity 


Supply Board in mid-November 


had an immediate response re 


questing a Christmas Cooking 
DOOK ic by novelist Maura La- 
verty (featured in the Board's 


Tuesday lunch-time programme) 
from almost 5,000 listeners 

Ihe Electricity Supply Board is 
ilso presenting a Thursday morn 
ng programme “Ireland on the 
Record featuring Irish artists: 
his programme is produced by 
Michael Colley of the board's 
lic relations department 

Bord Failte Eireann (The 
Tourist Board), which is currently 
seeking a director-general, reports 
that this year there has been an 
merease im the requests from 
international organisations for 
pictures of Ireland for use on 
calendars. First calendar of the 
year to get back to Dublin with 
in Irish picture was from Esso 
Standard Italiano. The organisa- 
tion is also issuing a four-page 


supplement to its bi-monthly 
Ireland of the Velcomes; the 
first issue of the Newsletter 
(November-December) contains 
matter which, for the most part, 
had already been distributed 
through newspaper channels 

The board also recently re- 
ported the results of its survey, 
made by a team of girls at points 
of departure during the summer. 
Estimated to represent the views 
of 7,500 tourists, the reply of the 
majority to the question “What 
pleased you most?” was “The 
Irish people themselves.” 

It is still being debated in 
Dublin whether the reply might 
not have been different if men, 
instead of personable young 
women, had been used to make 
the survey. 


Growing journals 


Specialised publications appear 
to be increasing their strength in 
both circulation and advertise- 
ment revenue recently. The Build- 
ing Construction and Engineering 
Journal has announced that its 
size is to be increased next 


month: RG & ATA Review, the 
organ of the powerful Retail 
Grocers’ and Allied Traders’ 


Association, is carrying an in- 
creasing number of display adver- 
tisements for food products; and 
Liberty, the well-illustrated 
monthly journal of the Irish 
Transport and General Workers’ 
Union (158,000 members and 
Ireland's biggest union), is 
on a circulation drive not only 
among union members but also 
among employers. 
Club activities 

This month sees two of the 
major social events of the vear 
for advertising organisations in 
Ireland—the annua! dance of the 
Advertising-Press Club, and in 
mid-month the Christmas lunch 
of the Publicity Club of Ireland 

The visit of John C. Braun, 
education officer of the Institute 
of Practitioners in Advertising. 
to talk on “The new look in 
advertising education” to the 
Advertising-Press Club early in 
November was a useful venture 
It has focused attention - still 
nore on the need for developing 
the present training programme 
in Ireland 

The club, with the Publicity 
Club of Ireland and the Associa- 
tion of Advertisers, is proposing 
the establishment of a joint 
committee to examine the 
problem. 
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Are you happy 


about your T.V. films? 


The days of guesswork and speculation are over—now ereryon 
knows something about commercial T.V. Now is the time for 
second thoughts. What have you got to show for the months of 
planning / Would you be proud to show your commercials to 
prospective clients / 

If you would be interested in a ‘second opinion’ on your T.\ 
problems a fresh, lively approach—there’s help near at hand! 
Only twenty minutes from central London are the Rotherhithe 
Studios, the most complete and best-equipped studios of their size 
in Great Britain 

Our equipment is the best available in the world and includes the 
finest 35 mm cameras and RCA photo-magnetic recording facilities 
ind 8-way dubbing channel 

Many processes that other studios put out to te hnical speci liste 
Incidentally, this is our ire ‘all our own work’ at Rotherhithe. This way we retain greater 
prop man making cobwebs ontrol over the production—and keep down costs! 


tor a recent set with 


We have our own photo-magnetic cutting rooms and a £30,000 
an ‘olde worlde dubbing and viewing theatre 
In fact, Rotherhithe Studios can 


tackle every kind of production up 


Atmosphere It's all part 


of the service 


to a Second Feature Come and see 
for yourself! Agency executives will be 
welcome at Rotherhithe Studios 


ROTHERHITHE STUDIOS LIMITED, 


NEPTUNE STREET LONDON R.B.16 TEI BERMONDSEY 2401/5 r 


EVERY PRODUCTION FACILITY FOR TELEVISION AND THE CINEMA INCLUDING BCA HIGH-FIDERLITY PHOTO MAGNETIC SOTHD ea) 
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They equip their home 
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p at their newsagent 


They know that the essence of shopping is CHOOSING— 
they are young, and they must choose with special care. 
That’s why they spend so long, heads together, 

poring over their copy of House Beautiful, the magazine 
which so accurately reflects their own tastes and interests. 
In its pages they expect to find all that’s best in furniture 
and home equipment. They want to know all about 

your product, they want to see and read your advertisement, 


In your own interests, you must not disappoint them. 


House Beaulifi 


The practical magazine for young home-makers 


G. COLLINGWOOD, Advertisement Manager, 
House Beautiful, 28/30 Grosvenor Gardens, 
London, $.W.1. Tel: SLOane 4591 


PUBLISHED BY: THE NATIONAL MAGAZINE COMPANY LIMITED 
PUBLISHERS OF: Good Housekeeping, Harper's Bazaar, Vanity Fair, 
House Beautiful, She, The Connoisseur, The Good Housekeeping Books. 
PROPRIETORS OF: The Good Housekeeping Institute. 


— ————————_— — ———— es 
| ee 
| 
-_—— - a] 
“ | ey - - Sa 
co Ae ae 
NS € oa 
| ‘ eo . ~ 2 ‘ : 
it. 2 
. « 
| — a x 
‘ SRS & 
er 
| ‘* : : 
} >. 
a. 
| ~ * 
_ 
ae. 2 
, : ¥ 
aaa ' « 
es x . 
. ¢ MRO PR ns 3 
: oo.» $i 
' Sr a Pe ee ee 
; hg Ne SS, 
| e we pos: oS es , 
) m a 
: ~ ee: 
— a 
| oe 
| SS Se : . Rae = 
= P. vf : ; BO sid eer 4 
es ae a 
. oR ae = <j _ — 
£¥ a eo 
ars .* 
__- “ : Ee : 
, ¥ es aa 
‘ iat oe 
as —- .> 
"ae £ ni ae G 
Re 2 Eine Te 
: “ : . £3, a 
‘ * we 
> ae 4 
‘i a 
: a a ; 
_ 
’ 
, 
} 


ADVERTISER'S WEEKLY 


PHOTOGRAPH OF 
THE MONTH — 20 


Publisher’s 


promotion 


OME of the most effective 

and striking pieces 

promotion material come 
from publishing houses. 

This is not surprising, for the 
publisher who sells his wares 
space—is selling to what is per 
haps the most hard-headed set o! 
sceptics in the world . the pro 
fessional advertising men ! 

The great publishing houses of 
this country therefore devote 
large sums of money, and a con 
siderable output of brain-power 
in the devising of advertisement 
sales promotion shots that are 
g00d enough to “sell” those 
knowledgeable characters. The 
say if you can sell space, y: 
can sell anything in the world 


of 


Spacemen will agree there 1s 
something in that! 
Surprising choice 
For the first time, the selection 
panel have chosen a “Photo 


graph of the Month” from an ad 
vertisement promotion folder. I! 
is perhaps surprising that this 
the case; but they have not often 
had put before them from an ad 
vertisement promotion folder a 
photograph of this quality 

Advertisement manager of the 
Tatler, D. J. Higginbottom, ha 
a long-established, respected 
high-class medium to promote 
It is, the panel considers, unthink 
able that any successful promo 
tion shot should not reflect the 
dignity and quality of the 
medium concerned. 

And in this case, the atten- 
tion-getter is a large size photo- 
graph of great dignity, quality 
and charm. It therefore ad- 
mirably sets the stage for what 
is to come—the equally digni- 
fied, logical expounding of the 

walities that have made the 
atler what it is. 


Duplicate use 


It might be thought that the 
panel was over-stepping its terms 
of reference in passing this com 
ment: but in considering the effec 
tiveness of the selling job done by 
the photograph, the panel must 
at least examine closely its pos 
tion vis-a-vis the rest of the ad 
vertisement or promotion piece 

In this case, then, the photo 
graph was considered perfectly 
to set the mood for the rest of 
the folder; and it is interesting to 
note to what extent Mr. Higgin- 
bottom appears to have felt this 


to be the case, for not only is it 
used as the cover, some 12} x 94 


nches, but is repeated on the in 
side spread on only = slightly 
smaller scale—ti4 by 84 inches 


a very unusual duplicate use 
The man responsible for the 
shot was Dennis Smith of the 
Hugh White Studios Maurice 
Rickards (himself a photographer 
»f note) was responsible for the 
folder des gn 
The photograph is a montage 
The chandeliers were on one 
negative, the model on another 


The figure was lit by a 1,000 watt 
spot rt., and a 500 watt back spot 
Iiford HP3 wholeplate film was 
used, the original print being on 
Kodak Bromesko bromide paper 


DecemBer 2, 1955 


WHEE sw rr 


af 


In order to retain the full range 
of delicate half-tones in the front 
cover reproduction, two blocks 
were used—one printing grey, the 
other black 


N the first issue of each month ADVERTISER'S WEEKLY pub- 
lishes an outstanding commercial photograph chosen by a 
selection panel comprising a nominee of the Institute of British 
Photographers, the Editor of ADVERTISER'S WEEKLY and John 
Heron. Photographs should be sent to the Editor and the test of 
eligibility is simply this . . . Is the photograph selling something? 
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\ ) 
| introduces the 
| 
| NEW PORTRAITURE 
| 
' 
vorld of portrait possibilities has been opened up by the remarkable combina- 
tion © high speed and high quality now available in Ilford HPS flat film. 
e Not long ago, the production of a film so amazingly fast would have involved the 
acc nce of exaggerated red sensitivity and excessive graininess. But drawbacks such 
| fog. 
as (hc are conspicuous by their absence in HPS. Balanced colour response, unobtrusive 
} grain ind perfect gradation all play their part in making this fastest-ever Ilford film 
supremely successful in the portrait studio 
THE NEW PORTRAITURE TECHNICALLY SPEAKING 
| ‘ 
i “i Wi TH ILFORD HPS MEA NS Ilford HPS is an extremely fast panchromat: 
| film with the following speed rating 
* Shorter Exposures: a great boon for DAYLIGHT | TUNGSTEN 
| child studies and for difficult poses BSI, Word meter, Scheiner 7 os 
: ASA, Weston & G. E. meters 400 320 
| *% Reduced Lighting: kinder to the sitter ae ee phe mig socessed euccescfuully ino 
} and easier for the photographer. which still further increases the effective speed and 
mi grain, ® perticularly mmended to 
: ger 4 is 
* Natural Tones: 10 distortion in the Becau fits exceptional sensitivity to light of al 
colours, HP $ must always be handied and pro 4 
rendering of lips, eyes and complexions complete darkness 
| 
_ 
’ 
’ 


ILFORD (2S erat cit 


Also available as plates, roll film (120 size) and 35 mm film 


ILFORD LIMITED ILFORD LONDON 
Trade Showroom 106/107 High Holborn, London, W.C.! Telephone: HOLborn 340! 
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THINGS are not 


always what they seem 


! 
Having read MAN ABOUT 1 you 
may well have said to yours: This 
is not a very good magazin« ore 
1 do not think it would be a 20d | 
advertising medium."' 
Think again. If the editoria is 
found wanting, then reade: be 
forced to give deeper atten: he 
advertisements in a desperat f to 
get their money's worth 2u 
would be well advised to ur 
advertisement in quickly bef n- 
prove our standards and |; a 
magazine whose editorial nm iS- 
tracts attention from your t's 
announcement. Considering « AN 
ABOUT TOWN is printed on rea er 
you will find that our rates are extremely 
reasonable. 


Advertisement Director: Keith Fraser 
TAILOR & CUTTER HOUSE, GERRARD ST., LONDON, W.1 


MAN ABOUT TOWN 


FIFE ASSOCIATED NEWSPAPERS 
COVER INDUSTRIAL FIFE COMPLETELY 
THE DUNFERMLINE PRESS : THE FIFE FREE PRESS 


42,946 A.B.C. WEEKLY 


35 KIRKWYND, KIRKCALDY 
LONDON AGENTS: EDWIN GREENWOOD LTD. 
231-2 STRAND, W.C.2 CITY 5906 
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Photography in Advertising 


World-wide U.S. contest 


emphasises simplicity 


HIS month's 
being written 
usual complaint, 
boastingly call ‘flu 


survey is 

n bed—the 
the thing we 
but which 
is generally no more than a 
virulent dose of the common 
cold, aided and abetted by the 
oncoming of old age. This 
circumstance has restricted my 
travels, and so if this piece does 
not take one out and about as 
much as it should you will 
know why. 

The one ph raphic com- 
petition which eve year attracts 
more entries than any other in 
the world is that organised by 
the American igazine Popular 
PHOTOGRAPHY I set it out like 
that because for some years now 
the journal has n engaged in 


an apparent atternpt to disown 
the word ‘Popular, by shrinking 
it DOWN and dow and down 
and wn like it! I do not 


know what it is 
that becomes s 
some folk 


ut ‘popular’ 
pular with 


t 


Valuable prizes offered 


Prizes totalling ny thousands 
of $s have just awarded, 
and it is instruc note from 
amongst so many thousands 


submitted, both the t 
ture which has 
have the most pact, 
nationalities of ¢ men who, 
according to a very distinguished 
panel of judges, are currently at 
the top 


ype of pic- 
judged to 
and the 


By JOHN HERON 


{Photo of month 


This is the front cover of the 
brochure issued by the “Tatler 
Photograph of 
the Month” (see page 38) in post- 
tion lt also appears in a 
double- page spread 


and shows the 


No Briton won a major award 
In fact, in the colour section it is 
perhaps not surprising to find 
that even though the magazine 
has the highest circulation of any 
photographic journal in the 
world, every award was won by 
American workers This is 


nothing to do with judges’ bias ; 

photographers of almost every 

nation have won awards in past 
@ Continued on page 42 


In John Heron's opinion this was one of the gayest mono advertise 


ments he had seen for some 
photograph sets the theme, buii 


and charm 


me Jauhileenace n / > 
rime 4 double-page spread, the 
is up the atmosphere and adds gaiety 


(See page 44.) 
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' A NEW JOURNAL 
b: for 
: A NEW INDUSTRY 


TEMPLE PRESS LIMITED announce the 


forthe ming publication of a new monthly journal, 


| NUCLEAR 


v 
i 
j P 
' ” 
; 
} \r the past two years the Publishers have been planning 
the iction of a journal to record and comment upon news 
/ and ‘opments in this new field of industrial activity. The 
gro\ influence of nuclear energy and its applications upon a 
wid ige of industries has prompted the decision to publish 
NUCLEAR ENGINEERING early in 1956. 
Covering every phase of world industrial production and 
j util yn of nuclear energy and its by-products, this new British 
journ.! will include regular and original contributions from 
] lead iuthorities on these subjects. 
The Editor will have constantly available to him the 
! advice and active assistance of consultants of repute in this field. 
| 
This new and important journal will conform in every 
respect to the high stan ard of specialised publishing achieved 
by this Company over the past 65 years. 
: ; meri 
; 
’ 
: 
Res 


TEMPLE PRESS LIMITED 


BOWLING GREEN LANE, LONDON, €E.C.1. TERMINUS S656 


THE Of ENGINE AND GAS TURBINE © THE MOTOR SHIP THE OVERSEAS §NOINEER THE AEROPLANI 


THE MOTOR THE COMMERCIAL MOTOR © FARM MECHANIZATION PLASTICS LIGHT METALS et 
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A BONUS OF 
7,259 


COPIES WEEKLY 


The latest Certified Net Sale 
figure of the Home Counties 
Newspapers Group (exciud- 
ing the 3 weeks newspaper 
stoppage), shows an increase 
of over 7,000 copies weekly 
on the corresponding period 
last year, and with a net 
sale today of 


140,214 


COPIES WEEKLY 


MSPAPERS ROL} 


sa more powerful advertising force 
Beds, Herts and Bucks than ever before 


PER / TRADE 
$'COL a FLAT 
INCH RATE 


Represented in London by 
WILL KITCHEN, Jnr. LTD 
‘3! Fleet Screer, E.C.4. Central | 960 


Head Office LUTON Phone 505¢ 
Aj-ertisement Monoger’ ©. W 


gm 
R. P. GOSSOP LTD. 
@ Artists’ Agents @ 
36, CARTER LANE, E.C.4 
CENTRAL 6950 


4 = O 


°N to mention the 


Come West 
old man! 


The prosperous west country 
your land of opportunity. 
Particularly the Bath area, where 
a wealth of light industries, a 
large professional and leisured 
community, and a thriving tour- 
ist trade are set in some of the 


1S 


richest agricultural land in 
Britain. 
The Bath Chronicle, giving 


ou positive blanket coverage of 
his compact * pocket of pros- 
perity’ for only 10/- per s.c.i., 
eserves place on any 
chedule intended to cover the 


vest 


its 


It's the only evening paper 
inted and published in Somer- 
t, and sells 14 copies for every 
susehold in the city, besides 

\aving a big circulation in West 


Yilts and North Somerset 


through the Branch Offices at 


owbridge, Chippenham, 
evizes, Radstock and 


Keynsham. 


it's a useful test-medium, too, 
cause all classes are repre- 
in the area which it 
vers so completely. 


ted 


You can’t cover the West 


properly without the 


| Chronicle & wera 


ESTASLISHMEO TT TOO 


three 
sperous West ¢ 


week lie which 


pre 


* ‘ J when Ae he he tine read 
them SOMERSET GUARDIAN, WILT 
< SHIRE NEWS & BATH WEEKL) 
? re) CHRONICLE. Get full details f SH 
Fav Roberts, 134 Fleet Street, London, E.C.4 

Arm Ell Cromford House, Mark 

jal Art & Photography Street, Manchester 4, or Head Office 
Terwanus 8770 0073 “ 


estgate Street 


Bath 
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Everyone takes colour 
photographs in the U.S. 


John Heronn 


this attract 
photograp! ’ 
recent SVE 
Picture gvcr 
makarine wiict 
finds the ad 


risements meet 


hig competition 
quality from il- 

torial picture F % 
years in this of big money 
competuuions. 

It is simply that colour— 


both transparencies and paper 
prints—is so commonplace in 
the United States that small 
boys run colour films through 
their first cameras before they 
reach double tigures in years 

. and think no more of it 
than we did of loading a 120 
Verichrome in our Box 
— when we were 14 or 
15. 


Colour stock over there is 
cheap, plentiful to the point of 
glut, and almost everyone who 
runs a camera takes colour 


Excellent conditions 


Above all, moreover, the atmo 
spheric conditions, particularly 
on the west coast, are just about 
perfect for colour work. None 
the the Ektachrome which 
won the first prize of $2,000 for 
Dan Rubin, a New York profes 


less, 


sional magazine photographer. 
was an indoor daylight shot of a 
sweet, slightly self-conscious 


debutante-age girl of refreshing 
unsophistication, sitting quietly 
on a stool, fidgeting a bit with 
her hands, legs crossed under a 
pretty, flowing lace skirt. What 
stopped the judges in their weary 
tracking through the thousands 
of transparencies and prints, and 
made them eager to press $2,000 
worth of bonds on Mr. Rubin ? 
In one word—sentiment 

The girl is of glowing, lush 
beauty that owes nothing what 
ever to cosmetics. She just has 
a naturally lovely young face 
Her hair hangs shoulder-length 
and her dress is as pretty 
wearer The colours are 


as its 


warm 


and mindful of Rembrandt 
A Japanese press photographer 


and go straight out? 


| ene lather Sunsilk 


Tour hair's os good os gold the moment it's dry 


a gentleman with an almost un- 
typeable name Hideichiro 
Katayama also won $2,000 for 
the adjudged best black-and-white, 
with which readers of Life Inter 
national will already be familiar 

a seething mass of near-naked 
Japanese in an annual event held 
at Konomiya, when the entire 
male population removes its 
in the bitterest winter 
cold and goes into a super rugger 
scrum, intended to demonstrate 
the hardiness of the Japanese 
male, and no doubt to bring some 
sort of good fortune to those who 
survive 

The pictorial impact ‘here was 
purely one mass, maze and 
shock—an optical eruption 

European honour was upheld 


@ Continued on page 44 


ciotning 


of 


a) 


Wolsey MESK in wood ved oe 


This adver cement appeared in 

lour recently and photographers 

would f ver nierestéead 10 AnNOoW 
, 

the effect upon sales (page 44) 
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mighty pull sales aids .. . 


designed 
Sereen printed im 8 colours 


with 3-colour half-tone * ~ . " by 


mattress 15” high 
Priestleys 
to 


SELL wane vous Suavime & Pieatune 


your La bad 


Designed and produced by Priestleve for Remington 


goods Read Led Showeard size 20° « 12° printed 3 colours 


on veneered ground. Actual Vynide material 


¢ oatemptell 


selling furninure 


PRIESTLEYS 


otf Gloucester 


COMMERCIAL ROAD GLOUCESTER Tel 22281-4 

22 BUCKINGHAM STREET WC2 Tel TRA 4277-8 

TY , - 70 CAROLINE STREET BIRMINGHAM 3 Tel CEN 1941 
nree-dimentional car 23 

high screen printed u ure AND AT MANCHESTER & CARDIFF 


Quality goods and services 


find a responsive market 
in the pages of the 


‘AUSTIN MAGAZINE? ana “MOTORING 


Monthly — Price 6d. Monthly — Price 9d. 


Over 100,000 regular Publications of the 
readers each month < British Motor Corporatior 


Austin Motor Company Ltd - Motoring 

Magazine Department A . The Nuffield Organisation 

84 The Promenade 7 _ Cowley 

CHELTENHAM Phone : 52733 OXFORD Phone : 77777 


WRITE FOR SPECIMEN COPIES AND RATE CARDS 
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hundred other activities. 


Write to Project News Ltd 


ARE YOU INTERESTED IN 
MONEY? 


—We thought so. So is almost everybody else. That is why 
our new monthly magazine, MONEY AT HOME, will be bought 
and read eagerly when it appears on the newsagent's counter 
in January. It will cover all aspects of spare-time work, and will 
be definitely the top medium for advertising sewing machines, 
knitting machines, club agencies, correspondence schools, kits 
for mushroom growing, rug making, tape recording and a 


The Print Order for our first issue, which was planned at 10,000, 
has now been doubled to ot /east 20,000, because of advance 
orders. You can book space now (as several national adver- 
tisers in this field have already done) at very reasonable rates. 
Meer Street, Stratford-upon- 
Avon (also publishers of CONFERENCE NEWS, the ideal 
monthly medium for the advert 


ig of resorts and hotels). 


COLYER & SOUTHEY LTD 


17-18 TOOKS COURT. CURSITOR 5ST 


* PHONE HOLBORN 6245-6 


for details to :— 


MAKE GREATER USE OF YOUR 
‘PRESS ADVERTISING 


Let us ENLARGE the layouts for 
WINDOW AND SHOWROOM DISPLAY 


Our process also provides Colour from Black & White 
typeset and line drawings. It’s new so don't forget to write 


HARRY BAKER 
206 CHURCH ROAD, WILLESDEN, N.W.10 


Enlargements to any size : 
parencies on film or translucent material. 


COLOUR FROM BLACK AND WHITE 


Half tone and line Trans- 


ooel EMLARGEMENTS 
ee 


AUTOTYPE 


Brownlow Ré.. Londen, W.13. Ealing 269! 


WARNES 
DIRECT MAIL SERVICE 


London's speediest Moiling Service. 

IN TODAY—OUT TOMORROW 
Ask our representative } 

to call. Keen quotations. > ian 

Van Collections. J 


WARNES, 10, Station Parade, $.W.12. 
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Varied results obtained 
by ad pictures in 3-D 


by a haunting picture of three 
peasam girls by Swiss cameraman 
Otto Daettwyler and the Italian 
Antonio Migliori with a fascinat- 
ing picture, nine-tenths of which 
is near-black brick wall, and one- 
tenth a fascinating glimpse 
through an open window of an 
Italian family at evening leisure 
round the dining-room table. with 
the inevitable bottle of wine 
Impact here was created by sheer 
force of contrast between the 
large dark surround, and the 
tiny “screen” of light—for all 
the world like a nine-inch tele 
vision set. 

With the single exception of 
our Japanese friend’s picture 
which was more a pattern form 


than anything, simplicity of sub- 
ject materia and esentation 
was the one thing constant to the 
majority Of Dig e) winners 
ind that, at any rate, is a 
point which Br advertisers 


might remem nm commis- 
sioning future ph tography for 


advertising ! 


Ads in depth 


OnE oF the m 
cussed advertis 


most dis- 
lotography 


topics was, of « sc, Picture 
Post's essay int iw 3-D 

Of the colour 3-D advertise- 
ments, easily the best was that 


for the latest Vauxhall car. The 


background (Woburn Abbey) was 
rendered in pleasing sepia; the 
greens of tree and grass became 


sepia too, but in this case, it 
really didn’t matter, for the duo- 
tone car showed to great advan 
tage in true stereoscor 


Short colour scale 


Esso scored wel! with a filling 
station shot of a girl in an open 
car beside an Esso pump. Colour 
here was more restrained and 
fairly convincing, probably be- 
cause of the relatively short- 
colour scale—an absence of vivid 
contrasts, and few different 
colour tones to “get across.” 


Use of colour 


AN ADVERTISEMENT—in colcur, 
but not in 3-D—that, in photo- 
graphic circles, also caused much 
discussion this past month was 
Wolsey’s full colour, whole-page 
for their wool-and-nylon mesh 
vests The shot showed a 
slightly greenish-grey vest lying 
on a rich wine-coloured, satin 
bedcover, with, as colour accent, 
a blue book beside a_ bedside 
clock 

This, really, was purely and 
simply a pattern of colour—and 
not very interesting or striking 
colour at that. Certainly the 
deep wine colour provided a lush 
setting for the vest—but can a 
white, inanimate “untenanted™ 
vest justify the expense of full 


colour? Still life for jewellery 
and foodstuffs, by all means 
but a vest? 

It would be interesting to 
know Wolsevy’s own reactions to 
the success of this advertisement, 
when the time for assessment 
comes 
* * * 


ONE OF the gayest mono adver- 
tisements for a long time was 
from an advertiser not much 
associated with the realm of big 
spaces—but Hollands Toffees 
took a double-page spread in 
Picture Post, and filled it with a 
bright pair of photographs—one 
of a little girl with horsetail and 
jeans, bounding across to her 
mother with a bag of Hollands 

the other, of mum, only too 


eager to accept the profiered 
sweets. Nice layout delight 
ful photography, full of “zing” 
and “g [his is a case where 


photography has been well used 

Another attractive little black 
and-white page appeared in 
Picturegoer In this case Gibbs 
(for their Sunsilk shampoo) made 
good use of two pert little 
models, very wisely not attempt- 
ing the same sort of synthetic 
glamour the film stars affect, 
happily breaking every sort of 
rule of composition and 
tradition and doing it very 
charmingly 

A jolly good picture that 


{ New emulsion 
’ 


, ae’ 


Pe, 


4 


Experiments have been con- 
ducted by John Heron with the 
new Kodak super-speed emulsion 
styled “Super XX _ Increased 
Speed.” This is rated for day- 
light at 33° logar; 160 Weston 
For tunesten light 32 logar ; 
125 Weston An evening spent 
photographing ‘impossible 
subjects proved instructive—and 
astounding. For example, this 
busy Baker Street night scene 
was taken at 1/25th of a second 
at f.28. 
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ANNOUNCING 
THAT WITH EFFECT FROM 
ise DECEMBER 1955 THE 
TWO ORGANISATIONS OF 
CHAS BARNETT ARTISTS 
NORFORD & ASSOCIATES 
WILL MERGE AND 
OPERATE 


WU) 


TOP LINE 

SPECIALISTS 
AS IN EVERY 

ge | : : : DEPARTMENT 

BARNETT, NORFORD ARTISTS LTD iia 

KEYSTONE “HOUSE «" RED LION COURT: LONDON a RETOUCHING 


ine Boe nm a STILL LIFE 
Ten Ont CHET STMEE e280" 
SCRAPERBOARD 


LETTERING 
VISUALISING 
AND LAYOUT 


. 
THE COMPLETE 
STUDIO SERVICE 
TO ADVERTISERS 
& ADVERTISING 
AGENTS 


SENT OF PUCICY 
The expansion of these tw isinesses, lines. Our policy is the highest standard 
which have collaborated cc. .«<ly for a of artwork, coupled with service to our 
number of years provides «\ idence of clients and a sensible rate of charging. 
the correctness of their policies. In Our staff have an attitude of teamwork 
combining under one title a limited and approach that finds its answer in 
company we will continue 2 ong similar the ever increasing volume of business. 


THE ORGANISATION THAT HAS Gk VN ON THE CONFIDENCE OF ITS CLIENTS ANDO THE CO-OPERATION OF ITS STAFF 


AND BELFAST POST 


AEROGRAPH THE NORTHERN WhIG 


A-54! 


UNIQUE DESIGN 
GIVES ALL THE FEATURES 
YOU HAVE ASKED FOR 


Practising commercial artists who have tested 
these improved Aerograph Air Brush models 
hail chem enthusiastically as giving heavier 
colour density on first application, more 
sensitive control, better balance and greater 
all-round ease of operation — plus all the 
well-known Aerograph advantages. Write for 
details to the address below (Dept. 5 AB). 


is similar in all respects to the 
A-54 except that it is equipped A E R OG R A P H 
with a large colour cup. 
AIR BRUSHES 
THE INSTRUMENTS FOR FINER EFFECTS Kates and Letai!s from 
The Aerograph Co., Ltd. (Sales Division) 
47, Holborn Viaduct, London, €E.C.I. CiTy 436! (5 lines) 193 FLEET STREET EAD OFFic 


Factory ot Lower Sydenhem, S.£.26 LONDON EC.9 BRIDGE S* BEL 
PHONE: FLEET 9179 || PHONE: BELFAST 2 


THE E-54 AIR BRUSH 


TAMN 
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WOMEN LOOK TO THE 


SUNDAY GRAPHIC 


FOR ENTERTAINMENT, 
WHAT & WHERE 

TO BUY, 

& ALL THAT’S NEW 


ABC NET SALE FOR JANUARY-JUNE 1955: 1,220,056 COPIES PER ISSUE 


AN INCREASE OF 45,565 OVER THE FIGURES FOR JANUARY-JUNE 1954 


1.1.P.A. READERS PER COPY RATIO OF 2.7 APPROXIMATE TOTAI READERSHIP 3,300,000 
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THE 


ADVERTISER'S WEEKLY 


Survey ol a greal 
week-end medium 


A national institution which 


sells effectively all day 


( NLY a 
century 


press was a concern of small 


littl over half a 
ago, the Sunday 


circulation and smaller influ- 
ence. He was a bold early 
Victorian indeed who publicly 
admitted to reading a Sunday 
newspaper 

Barred from most “respectable” 
homes and the object of heated 
attacks from the pulpit, the sale 
ind purchase of Sunday news 
involved for the  per- 
reader, who was at the 
time determined to maintain 
his position in the community, a 
hole-and-corner transaction with 

street salesman reminiscent ot! 
dockside deal No 
newsagent of the late 1800's 
would have dreamed of opening 
his shop to sell a Sunday news 
alone 


papers 
sistent 


same 


orenta 


pape ict 
delivery 


arrange for 


Part of life 


To-day, however, the Sunday 
press is something of a national 
nstitution, part of our normal 
ife and an important platform 


for the free expression of un 
censored views. The pages of the 
Sunday press reflect more than 


iny other media the ills and 

ichievements of our age, the light 

ind shadow of our generation 
There is about the Britisher’s 


approach to his Sunday news 
paper something of a ritual, a 
ceremonial Unlike his workday 
paper ts information is not 


snatched at hastily and almost as 
quickly discarded. The approach 

Newsagents confirm 
customers do not have 
delivery orders for their 
newspaper They prefer 
t in the course of a Sun 
ning walk or on the way 


1 1 
5 e1u©rcely 
that many 
standing 
Sunday 


buy 


nk 
the 


Sei 


om 
ige 


ve 


conductors 
the 
his 
tonishing 
traveller 
his purchase 
rs published in Britain, 


Nor does 
confine him- 
one newspaper on this 
take as many as 


agree 
workday 


(Growing use 


to promote 


use of exhibitions by 


national Sunday news 


A hago 
pape is 
tho 

for some 


time are 


the imcrease. 
that have been established 
increasing 


in popularity each year 


pai I 


wed 


heck 


even 
of 


the spring of 1947, would 
highly 


me one 


most 
Sunday 
sualised that the children’s 
ng competition 


Pic 


first 


most 


lar-secing 
torial 


organ 


egarded events sponsored by any 


new 


remains that 


Exh 


eu 
sigr 


paper 


mition 


wnised 


hicant 


education 


It was in 1947 
lipp 


xp 
Brit 


He planne 


d to give 


Cs 
and 


any 


then 
rde the 
4 were 


at Br 


Britain 


-t 


every 


Children’s 


The fact 

the National 
Art is 

of the most 
in the = art 


at Hugh Cud 


’ 


oul oO 
that the 
martistic race 
child in 
d between five 


t‘ler f 


i€ 


Results 


that 
traveller 
newspapers 
liberality, 
holds 


the 
more 
Of all the 


and 


those appearing on Sundays may 
fairly claim to be the most 
thoroughly read If they are 
taken out of the home, they are 
brought back Their appeal is 
wide——to the sports-lover, the 
film-goer, the gossip, the com- 
petition-minded and _— certainly 
not least to to-day’s increasingly 
fashion-conscious woman 
Television is setting a new 
pattern in the nation’s Sun 


socia 


of exhibitions 


sales 


soon showed that the 
mpulse was ve much alive in 
the children who were to become 
the men and women of to 
morrow 


artistic 


The success of that first com 
petition in 1947 led directly to 
the launching in 1948 of the first 
national exhibition. Each annual 
exhibition since then has gone 
fron strengtt to strength in 
entries and attendance 

Applications are 


ceived by the orga 


regularly re 
sers for per 
mission to show the exhibition 
abroad, and the Sunday Pictorial 
irrange for 

Australia 


has been ab 

showings in Canada 
Japan ind the | 
addition t th 
f Pedagogical Sciences has in 
vited the organs send their 
1958 exhibition for a year's tour 


of the Soviet Union 
Each vear the new ‘paper gives 
im art t ning award of £250 to 
gir! nomnated by the 
The exhib 


day pursuits and, with its afte 
noon emphasis on entertainmer 
is drawing more of the fam 
round the screen. It w 


x the 
task of the Sunday press, espec 
ally as commercia le vis t 
extends its range, to meet and 
overcome the hallenge I he 


certainly wil] meet it and after 
all, the advent of the radio did 
not cause the 
general press t flag 


tion enjoys the enthusiastic sup 
port of educ nists ti ghout 
the country [hey 
backed by the 

lt is important t 
success of the 
education sutho 


distribute double 
and leaflets to sci st 
the country on behalf of the 


Organising newspaper 


A ionger established show, the 
Sunday Time National Book 
Exhibition. was first } id 
the most recent on held at the 
Royal Festival Hall from Novem 
ber 14-28 had 1% colourful 
trade exhibits clear demonstrat 


ing the vitality of British pub 
lishing 

The Boys and Gir Book- 
room was on of the most 
notable displays of its kind in 
the whole history of the exhibi 
thon and nany well-known 
children’s writer visited the 


room and 


signed copies of their 
books 


An innovation wa it Special 
display of educational books in 
which publishers combined to 
show the best possible works 


under 10 subject headings 


(A survey of publications starts 
on page 48) 
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ADVERTISER'S WEEKLY 


The Sunday Press Survey 


Few are the advertisers who can afford 
to overlook the papers that come out on Sunday. 
This survey examines 


A medium with unrivalled 
appeal to all classes 


[HE popularity of the Sun- 
day press in this country 
remains undimmed by any of 
the new developments in other 


mass communication and 
entertainment facilities. For 
advertisers, this powerful 
sector of the nation’s press 


must be given the most carefu! 
consideration 

Circulations border on the in 
credible The cight million o 
90 figure claimed by the News 
of the World is regarded by news 
paper men across the Atlantic 
(even across the Pacific) with aw 
and wonderment, and lucky is 
the advertiser who finds spac« 
on its closely read pages 

in the case of Reynolds New 
the percentage of married reade: 
is 72 and the adult-reader-p< 
copy figure of 3.1—and those 
mmpressive facts have to be taken 
mto account along with th 
“plus” appeal that the paper ha 
throughout the co - operative 
movement 

Throughout its histor 
Reynolds News (which now has 
a circulation according to the 
ABC of 579,180) has supported 
the co-operative, trade union 
and Labour movements. It has 
developed also as a _ genera! 
Sunday newspaper, giving similar 
coverage on sport and genera! 
features to that provided by the 
Sunday press as a whole 


Original capital outlay 


The nation’s oldest Sunday 
newspaper, the Observer, was 
founded in December, 1791 on a 
capital of £100 by W. S. Bourne. 
a young Irishman of literary 
ability but incompetent in busi- 
ness management. His deficien 
cies were made good by the com- 


mercial capacity of an elder 
brother, William Henry Bournc. 
who controlled the extensive 
family coach business in 


Stage 

Ireland _ conducted the finan- 
cial affairs of the paper 

By 1799 their combined 
energies made the Observer the 
first successful Sunday newspaper 
in the country with a circulation 
in London and the provinces and 
guaranteed to arrive at Dublin 
“when the wind answers” on 
Wednesday mornings. 

Early im the 19th century 
ownership of the newspaper came 


view of the Diaghilev Exhibition run by the 

eld in Edinburgh, the show came to London earlier this year and 

was such a great success that its season was extended for many 
weeks after the original closing date 


vio the hands of a very re- 
kable figure in the history of 
i nglish journalism — Willam 


Clement, a pioneer in the 
feld of pictorial journalism and 
the first man to establish a 
syndicate of newspapers. 


tis methods excited the 
admiration of contemporaries 
because he allowed his editors 


dulge in lavish expenditure 
s ng as the result provided 
the paper with interesting of 
spectacular copy. 

Under his direction, in 1822 
the “Observer” gained the 
largest sale per issue of all 
newspapers in this country, 
something less than 15,000 
copies being sold each Sunday. 
One can understand why a 

modern authority has compared 
Clement to Lord Northcliffe when 

realised that only three 
London newspapers had as many 
1s 3,000 copies stamped each day 
at this time. Although his 
success with the Observer was not 
uniform, the paper enjoyed the 
results of his influence for a 
number of years after his death 
in 1852 and then entered a period 
of decline 


Buying the Observer in 1905, 


Observer.” First 


Lord Northcliffe appointed J. | 
Garvin as editor The chowe 
marked a turning point in the 
history of serious journalism 
because Garvin made the paper 
one of the most respected organs 
of the press in the world. The 
firsts Lord Astor acquired the 
paper from Lord Northcliffe in 
1911 

In 1945, the second Lord Astor, 
and his son, the Hon. David 
Astor, determined to vest the 
ownership of the Observer in a 
trust. The cardinal purpose of 
this is the maintenance of the 
character of the paper The 
present trustees are: Dingle Foot 
(chairman), Viscount Portal of 
Hungerford, Sir Keith Murray, 
Lt.-Col. C. H. Golding, Max 
Nicholson and Mrs. Mary Stocks 


Considerable increase 


The Observer's average net sale 
(ABC) for the six months ending 
last June was 564,307 This 
represented an increase of 20,764 
over the preceding six months 
and an increase of 29,555 over 
the comparable period of 1954 

There are roughly three readers 
per copy and it represents a cross 
section of the more thoughtful 
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and educated members of the 
community. Advertisers reach 
the middie and upper-class 
readers in the higher income 
brackets. 

The Western Independent is 
the only weekly paper published 
in Plymouth, with rts population 
of 220,000, and the only Sunday 
in the west of England. It has 
no connection with any other 
paper published in that region 
except its contemporary the 
South Devon Times (a weekly 
published on Fridays). First pub- 
lished in 1808 as the Plymouth 
Dock Telegraph, it changed tts 
title to the one it now has in 1882. 


West country emphasis 


The editorial columns are 
mainly devoted to Saturday news, 
and news stories from Plymouth, 
and the various towns and dis- 
tricts in Cornwall and Devon, 
with special weekly features on 
television, cinemas, amateur 
stage, world affairs, and a special 
woman's article—together with 
four pages of Saturday's west 
country sport 

For the period January to June 
of this year the ABC circulation 
figure was 37,94S—as against 
37,271 for the previous half year 
and 36.660 for January to June 
1954. 

The readership (so far as can 
be ascertained) is three to four 
persons per copy and is probably 
higher in some parts of Cornwall 
A large number of copies must 
be eventually sent overseas by 
readers, in addition to those 
mailed direct, because advertisers 
have received replies at various 
times from all parts of the world 
That the paper is read by all 
classes is evident by the very wide 
variety of local advertisements 
carried which range from motor 
cars and television sets to all 
classes of wearing apparel and 
houschold goods, from the local 
departmenta! stores, etc. Special 
advertisement features include 
four pages on the Motor Show 
and a monthly “Building Page” 
which has appeared regularly 
since January, 1953 


Whole area covered 


Circulation covers the whole 
of the area between Dawlish in 
Devon and Penzance in Cornwall 
Advertisers are helped by a cir 
culation breakdown which gives 
sales both in Plymouth self 
(about 60 per cent), and each of 
the main towns and districts in 
Cornwall (about 30 per cent), and 
South Devon The demand for 
advertisement space from both 
local and national advertisers in 
1955 has been the highest ever 
recorded, necessitating an almost 
regular 24-page weekly issue 

The circulation of the Sunday 
Times has increased rapidly over 
the last few years and the curren! 
figure of 606.346 represents an 
increase of over 28,000 on the 
same period of 1954 


Jan.-June, 1954—577.869 
July-Dec.. 1954—-600,266 
Jan.-June, 1955—606,346. 
The IPA Survey gives the 


@ Continued on page 50 
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One person in three 
| reads the 


Sunday Pictorial 


A market eo big that no Nationa] campaign is complete without 
it a market of such buying power that no Nationa! advertiser 
an afford to miss it thal is the Sunday Pictorial market 


which embraces one in every three of the entire adult popuiation 
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ADVERTISER'S WEEKLY 


FP TO-DAY, Britain’s industrial 
ee community represents a vast and 
expanding market. 


For over 105 years, Reynolds News has steadily 
cultivated this market, and is read with trust 
and confidence by its more discriminating 
| members. 

National Advertisers who realise this fact reap 
positive results from this good will, and rate 
Reynolds News as an essential part of every 
campaign. 


REYNOLDS 


NEWS ........ 


sy with its 
- PLUS appeal 
| means business 


BIG business 
F. JAMES, ADVERTISEMENT MANAGER 
PIONEER HOUSE WICKLOW STREFT LONDON. Wci 
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The Sunday Press Survey 


Papers that are read at 
leisure and with care 


newspaper 1,319,000 readers on 
the basis of a net sale of 551,042 
copies. Some 75 per cent of these 


readers are in the upper and 
middle classes The publishers 
claim that no other national 


newspaper has such a high pro- 
portion of its readers in these 
classes. The Hulton Survey for 
1955, when compared with that 
for 1954, showed that the Sunday 
Times had made its greatest 
proportionate gain in readership 
in the 16-24 age group 


<# Read by investors 


The financial page is read by 
senior executives of all the major 
industries and finance houses, 
and by private investors and the 
paper is an inevitable choice for 
company meetings balance 
prospectuses and invest- 
ment announcements of the most 
important companies. Norman 
Crump is city editor and George 
Schwarz writes every week on 
economic matters in his own 
witty and individual style 

The book pages of the Sunday 
Times carry advertisements from 
all the leading publishers and a 
strong team of distinguished 
critics write every week on the 
Inerary matters of the day and 
review the most important of the 
recently published books. 

The wealthy readership of 
the newspaper forms an ideal 
market for holiday and travel 


sheets, 


advertising. Airlines and 
foreign resorts are regular 
advertisers, and Elizabeth 


Nicholas writes every week on 
travel topics and deals with a 


large number of readers’ 

inquiries. 

All the leading estate agents 
advertise regularly and a com- 


prehensive 
ind town 
farms ts offered ever 
vertising Dy the 
suctioneers appears 
yn the same page 


selection of 


nouses 


country 
estates and 
week. Ad 
leading 


every week 


Directed at women 


A considerable amount of ad- 
vertising is directed at women 
readers and the leading stores and 
fashion houses which regularly 
take space include Fortnum and 
Mason, Harrods, Marshall and 
Snelgrove, Dickins and Jones. 
Woollands, Debenham and Free- 
body, Jaeger and Simpson (Picca 
dilly) 

The Sunday Times readers ex- 
pect and get a complete news 
coverage and _ editorials and 
centre page articles are carefully 
read and considered. The paper 
takes a lead in commenting on 
the most important topics of the 
day fram a responsible point of 
view in fulfilling its role as an 
organ of sound opinion, and polli- 
ticians of all parties regard it as 


This year's winner of the “ Sun 


day Dispatch’ and Morecambe 
National Bathing Beauty Contest 
for the “Miss Great Britain’ title 


essential reading because of its 
reporting of (and _ influential 
comments upon) public affairs. 

The circulation of the Sunday 
Express during January-June, 
1954, was 3,243,489 copies, and 
during July-December, 1954. 
3,282,313 copies. The yearly 
average for 1954 was 3,262,901 
For the first six months of this 
vear the average was 3,235,178 

Last June (actual! date was the 
19th), the newspaper gave some 
important facts about the reader- 
ship under the title, “You're in 
GOOD company with the Sun 
day Express.” This drew atten 
tion to the opinion of the 1955 
Hulton Readership Survey that 
every issue was being read by 
nearly 7.5 million people 

“The survey,” continued the 
Sunday Express, “breaks down 
readership of all newspapers int 
five classes - 

“Class A (well-to-do, roughly 
more than £1,300 a year). In 
this class the Sunday Express 
has 560,000 readers 

“Class B (middle class, say 
£800-£1,300 a year). Here the 
Sunday Express has 1,210,000 
readers. 


“In Class C (£450-£800), the 
@ Continued on page 52 
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Those who direct the course of 


as 


rver 


industry regard The Obse 


an essential part of Sunday 
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ADVERTISER'S WEEKLY 


The Sanday Press Survey 


Journals with an emphasi 


‘Classes D and t 
year) bring another 


According to the /PA Survey 


readership is now over 
A large section of this re 
is in the middle classes, and there 


interests, and the advertising con 
tent to a large extent reflects th 
bias, advertisements for domestic 
articles, food and cosmetics bei 


The editorial emphasis 
news, paying special attention | 
Noel Coward, which 
appearing, typifies the Graphi 


concentration on features of lead 
ing personalities in the wor 


Marked increases recorded 


six monthly period up to June 30 
One vear before the figure 


to the end of the 
ng with this trend, sales during 
period are showing 
marked increase 

The readership has been est 
mated at half a million per week 


groups £500 to £1,250) 
Published from the centre of a 


the Black Country 


individual incomes 
among the artisan class are high 
readership overseas 1s est 


copies posted overseas to friends 
and relatives after they have been 


Advertisements cover nationally 


order advertising and 
local stores and shops 


on the family group 


also carries a strongly supported 


city and suburban theatre and 
film feature covering two full 
Pages. 

Colour is available for adver 
tisements. 

High readership 

Ihe claim advanced by the 

Sunday Pictorial is that “one in 


three” read the paper and cer 
tainly the upward trend of circu 
lation is enviable The ABC 
records for the first half of this 
year cite the figure of 5,539,442 


and previous levels can be set 
out thus 
Jan.—June, °53 5.262.856 
July——Dec,, °53 §.373,027 
Jan.-June, “54 5,446,255 
As to readership the /PA Sur 
vey gave the total as some 
13,655,000 (men, 6.743.000 
xomen, 6,912,000 including 
$919,000 housewives) As for 
ige the readership breaks down 
give the following table 
16-25 2,507,000 
25-34 3,294,000 
5-44 2,880,000 
45-64 3.935.000 
65 1,040,000 
Of the Sunday Pictorial’s adult 
eaders, as many as 63 per cent 
under 45 years of age and 
is have many buying years 
ihead of them That is some 
ing no advertiser can afford to 
wre 
In a class breakdown of the 
eadership, the paper has 
Upper 234,000 
Middle 2,745,000 
Working 9,761,000 
Poor 916,000 
the Sunday Pictorial was born 
March 14, 1915, as the first 
Sunday picture newspaper The 
rst issue sold more than a mi! 
nm copies Since then, the 
has had an unbroken 


per 
uence of editorial evolution 
one of the years being one 
| decided editorial revolution 
1937 Editorially and typo 
uraphically the paper was trans 
formed to catch up with a 
changing public appetite in news 
and feature presentation 

No one can say that the appe 
tite has slackened or that the 
Sunday Pictorial has ever failed 
to satisfy it 

Something quite new came into 
British journalism when the 
Woman's Sunday Mirror 
appeared on January 30 this year 
Its sale has now settled down 
it over a million, and readership 
s estimated at 2.5 per copy 


Strong feminine appeal 


ihe appeal of the paper scems 
to cover women of all ages. In 
tact. surveys which have beer 
carned out show an almost equa 
number of readers over and 
under the age of 35 Not un 


} 
4 


Lining up 0 


g uimmussion to 
lren irt 


the Chil Exhibition 

sponsored annua with success 
by the 5 Pictorial 

expectedly adverusements are 


100 per cent woman appeal 
Edited by Lec Howard the 
WW omar Sure Viirror also has 
two assistant editors Brian 
Murthough and Felicity Green 
The ABC net sales figure of the 
Sunday Dispatch fo the six 
months ended June 30, 1955, was 


2,549,228 The figure for the 
previous six months was 2,644,921 
ind for the first six months of 
1954 it was 2,676,037 


All income groups 


The newspape 
readers in all income 
judging from readers’ 


groups, Dut 


letters, etc 


it is mainly read by the middle 
class The overseas sale is 
negligible 


All the leading advertisers 
ts columns, and it is 


use 


particularly 


popular with financ rdvertisers 
who have often told the pub 
lishers that they get an outstand 
ing response from Sunday Dis 
paich advertisements 


[he paper is 154 years old, and 


since the present editor came 
into office in March, 1938, the 
net sale has increased from 
700,000 to its present figure of 
around 2,500,000 

The present editorial policy is 
to have as contributors some of 
the most famous people in the 
world They have included Sir 
Winston Churchill President 
Fisenhower, President Truman, 
Field Marshal Lord Alexander, 


Field Marshal Lord Montgomery 
and Viscount Templewood 
One of the great strengths of 


DecemMBerR 2, 1955 
this newspaper is the first-rate 
news service which week after 


week provides the readers with 
exclusive news stories The 
Sunday Dispatch also _ pays 
considerable attention to humour 


and such features as Nathaniel 
Gubbins, Patrick Campbell, 
Moon's cartoon, the cartoon 
column and the Susie cartoon 
strip all enjoy remarkable 
popularity. 


North-East coverage 


[he upward trend of circula 
tion in the case of the Sunday 
Sun can very plainly be revealed 
by an examination of the follow 


ing table: 
1954 
Jan.-June 212,336 
July-Dec 216,115 
1955 
Jan.-June 220,819 


[his newspaper circulates ove 
the whole of the North-East 
with the greater part of its sale 
concentrated in the 
Northumberland 
It is read by all 
community in this area, and the 
class structure of its readership 
falls fairly into line with 
the class breakdown of the whole 


counties ol! 
and Durham 
classes of the 


»ty 
CiOsely 


population. The paper goes into 
more than one in every three 
houscholds in the Tyneside 


conurbation, into two houscholds 
out of every five over the whole 
of Northumberland and into onc 
out of every four households in 
the more densely populated 
county of Durham 


“* Square deal *’ feature 


The Sunday Sun is essential to 
uny advertiser who wishes to 
achieve deep penetration of the 
North-East market It has the 
great advantage of combining 
leisurely and thorough Sunda 
readership with the = reade 
interest that only a regional pape 


can offer The “Square deals 
advertising feature for “postal 
and personal shoppers,” offers 
a valuable and regular opening 
to local and mai! orde 
advertisers 

A large amount of space is 


given to news and 
particular interest to 
the North-East. A page is de 
voted to local entertainments, 
and sport in the region is fully 
covered. The Sunday Sun fashion 
competitions have a large 
following 


Readership in Scotland 


Every section of the communits 
in Scotland is covered by the 
Sunday Post which continues to 
advance in circulation and in 
fluence The newspaper s 
specially designed to appeal to 
all groups in Scotland's one and 
1 half million homes 

The recent amalgamation of 
the Empire News and Sunday 
Chronicle unites two long-estab 
lished newspapers with reader 
ships somewhat different in 
character, the Empire News 
having been concentrated in the 
mass market and the Sunda 
Chronicle having been known for 


@ Continued on page 54 
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YY \\ \ \o 
Topolski 
looks at 


Harding 


Those who come before the se. sching N 


ln te a tn a 


eyes of a great artist usually ha e some 

claim to fame. We of THE Pi orPLe know ct, > 
that apart from Mr. Harding » achievements \ 
elsewhere, his challenging co!..mn has, in this 
Paper, become a Sunday trea: and tonic welcomed 
in the homes of millions of families. 


| 
| 


With Swaffer and Helliwell, in fact, he forms 

THE Peopce’s big three—the three outstanding 
personalities of the Sunday Press. Their popularity 
contributes in no small measure to this Paper’s 
tremendous power in advertising--a power which results 
from the combination of a 5,000,000 sale, a 14,000,000 
readership, even national coverage, and a balanced 
distribution among sex and age groups. 


Incidentally, we believe that THt PEOPLE's 
recently introduced half-page position 
coming as it does on the same page as the 
weekly articles of Harding and Swaffer, 
is the most powerful sales force 

in the Sunday Press. 
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ADVERTISER'S WEEKLY 


S° much a part of our 
national life, Sunday news- 
papers are well known to be 
a mixed bag, with readership 
ranging from those with the 
highest brows to those with 
the lowest. From a _ typo- 
graphical point of view much 
the same applies—seemingly 
the higher the brow the smaller 
the headlines and more formal 
the make-up. 


It is very fortunate for the 
more sensational of the Sunday 
newspapers that they have to 
hand a typographical weapon 
enabling them to bludgeon the 
public—the typefa known as 
grotesque. Th s the early sans 
serif or its moder interpart 
There are variations known as 
Doric, and later, more progres- 
sive typefounders lave had 
designers clean them up and we 
have the modern $ serif 
Gill Cable Fut Ry G 
Metro and Tempo, for exa 
But it seems that our Sun 
newspapers like he orig 
style of grotesques omet 
unkindly called “drain pip« 
critics 

Frankly, for the typ 
material which appears ir 
Sunday press, the grotesque 
is admirably suited-—partici 


, 
in its narrow for the 
picture papers, he v7 
Graphic and the Synday P 

If it is necessary to announce 
news about a vicar's 
letters some two 


form 


wedd 


Inches nig 
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The typographical styles 
match the eyebrows 
says RUPERT JONES 


then a condensed grot seems just 
the thing 

Beginning with the highest 
brows, and working downwards, 
as it were, it is necessary to con- 
template the two quality papers, 
the Sunday Times and the 
Observer. 


Annual award winners 


They ran neck and neck in the 
recent annual award for news 
paper design, the Sunday Times 
winning the national award and 
the Observer that for the best 
designed paper in Class I (dailies 
and Sundays). The report of the 
judges is worth quoting in this 
respect. They said: 

“In Class I the Sunday Times 
and the Observer stood out 
from the others. Both had so 
much typographical merit that 
the choice between them for 
the 1955 award proved to be 
uur hardest problem We 
nally decided it by our imme- 
liate reactions to the two 
ront pages We liked the 
compact banner of the Sunday 


THE ONLY S 
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THE 


WESTERN 
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Times, and we 
headings, set in 
better than those of the 
Observer, set in upper and 
lower case achieving the 
right degree of emphasis on the 


thought 


capitals, 


its 
even 


for 


DeceMBeER 2, 1955 


the mistake of capitalising most 
words in a headline, whether set 
in upper case or upper and 
lower. This gives a _ peculiar 
emphasis to words which are not 
proper nouns (which should. of 
course, be capitalised). Both 
papers refrain from starting such 


words as “and,” “to,” “on” and 
“in” with a capital—and nn 
would seem logical to carry out 
this idea throughout headlines 
Thus: “Nalgo Decides to Press 
for Wage Increase,” if read out 
with emphasis where shown, 


odd indeed 


would sound very 


Careful balance achieved 


parts without disruption of the While both papers are de 
whole—the sort of psvcho- votees of Eric Gill's Perpetua, 
logical compromise and visual the Sunday Times uses a care- 
balance that we wanted to see fully balanced selection of Cen 
On this ground we thought we turv and its italic on its front 
could be sure of our page, whereas the Observer uses 
preference.” 1 rather odd mixture of Caslon 
There is, indeed, little to dis- ind Bodoni. Inside each paper. 
tinguish the two papers typo- Perpetua is well in evidence, but 
graphically. Both have very dis whereas the Sunday Times 
tinguished Roman letter title seems to reserve the use of this 
pieces, although the Sunday tvpe for headings of features, the 
Times is more compact—an  Qhserver often uses it for news 
example where t much despised material as wel! 
“ear piece” advertisements play Both papers, needless to say, 
an aesthetic part—and its coat of ure quiet in their make up 
irms is a better design. On the iithough eminently readable 
whole, it is matter « argu- B “have a heavv literary 
ment whether its headlines are and are not likely to 
better, as the idges scemed to much to the lower intel- 
think In fact the Observer's ectual strata—nor indeed is that 
seem to some t pe muc nore the intention. 
readable in their upper and The order in which news 
lower case 
Both papers wever, make @ Continued on page 56 
SUNDAY PRESS MEDIA-—continued 
its strong middle-class appeal The net sales figure for last 
Both papers h their main January to June of the People 
strength in the same areas—par was 5,075,351, and all current 
t cularly in the major con- survevs have shown that the 
irbations of the yuntry The People has an exceptionally high 


amalgamation produces a single 
dominant medium in the North 
and Midlands. The best features 


of each paper have been brought 
together in the amalgamation and 
the result is a newspaper which 


appeals to a much wider section 
of the community than did either 
paper alone previously 


Increased sales recorded 


Before the amalgamation 
occurred the Empire News ABC 
audited net sales were rising 
strongly particularly in Wales and 
South-West England. Over the 
last two ABC six-monthly audit 
periods the Sunday Chronicle 
was also one of the few papers 
showing an increased sale 

A comparison of the Hulton 
Surveys for 1954 and 1955 shows 
that the Empire News gained 
140,000 new readers in Wales 
and the South West during the 12 
months and it gained 270,000 
new readers in the same period 
throughout the country as a 
whole. Moreover the first 
of the Empire News and 
Chronicle suggests 
upward tendency is certain to 
continue, it is claimed 

The Empire News and Sunday 


ssuc 
Sunday 


that this 


Chronicle will continue to be 
published in Manchester and 
Cardiff 


readership-per-copy figure. In 
the 1955 Hulton Readership 
Survey it was given as 11,400,000 
Its strength is outstanding in 
Lancashire and Yorkshire, and as 
it is a family newspaper, the 
People has a wide field of reader 


ship, particularly among the 
“B” and ys og classes. 
Founded by the late Sir 


William Madge in 1881, broadly 
speaking the appeal of the paper 
is to the skilled workers in indus- 
try—a class that has an average 
income to-day of between £12 
and £16 a week. 
During the past 
journal gained 
acknowledgement 
stand ng scoops 


@In securing the Petrov story 


year the 
world-wide 


for two out 


that told, for the first time, the 
story behind the Burgess and 
Maclean affair, and so, within a 
few days, led the govern- 
ment to publish its White Paper 

@it was the only newspaper 
that consistently told its readers 
that rincess Margaret would 
mot marry Group’ Captain 
Townsend 

A new service introduced in 
the past year that has been wel 
received is an up-to-date river 
chart for anglers giving the 


coarse fishing conditions existing 
on Sunday mornings all over the 
country 
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THE GREATEST 
ABs © READERSHIP OF ANY 
SUNDAY \EWSPAPER 


NATIONAL SUNDAYS 


CLASS AB 

("000s) 
SUNDAY EXPRESS |,770 
THE OBSERVER 940 
SUNDAY 7!MES | ,030 
SUNDAY DISPATCH 720 
NEWS OF THE WORLD 570 
SUNDAY PICTORIAL 580 
THE PEOPLE 500 


SUNDAY GRAPHIC 


‘ 


CLASS C 


(000s) 
2,100 
420 
340 
1,070 
2,000 
| 860 
| 880 
560 


TOTAL 


(000s) 


3,870 


| 360 
1,370 
1,790 
2,570 
2,440 
2,380 

900 


* : Figures are taken from the Multee Readership Survey /985 
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ADVERTISER'S WEEKLY 


This is the journal 


which covers the entire 


Furnishing Trades 


Every week, FURNISHING WORLD 
carries complete news coverage of the 
entire Furnishing Trades. Every week, 
manufacturer, wholesaler and retailer 
alike study it for the latest news and 
views on fashion and design trends, 
consumer preferences and market 
developments 

That is why FURNISHING WORLD is 
such an important medium for every 
sales campaign addressed to the 
Furnishing trades. It is your only 
certain way to reach everybody of 


importance in this vast buying field. 


@ NEW SPACE RATES NOW OPERATIVE 


Pave you hod y« ew rote co 


Furnishing 
World 


THE LEADING WEEKLY JOURNAL OF THE 
FURNITURE AND FURNISHING TRADES 
Published by -—-TRADE CHRONICLES, LTD., 


MERCURY HOUSE 109-110 WATERLOO RD. S.E.! 
Tel WATerioo 3388 (20 lines). 
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Life with cap ‘L’ is lived 


| 


by these 


papers are mentioned in this 
article, following the two quality 
papers has nothing to do 
with their status. All will agree 
that they are “popular” as against 


class and hey angle their 
editorial and also their make 
up accordingly It would be 


absurd for the People or 
Reynolds News, for that matter 
to look like The Times 
Everything has to be larger 
than life im these Sunday 

papers——tife with a capital “L” 

and so the typefaces have to 
be large too. Apart from the 
fact that the descendants of 
the Victorian grotesque types 
are eminently suitable for these 
papers, the make-up men, in 
any case, have not a great deal 
to choose from. 

The Empire News (which now 
ncorporates the Sunday 
Chronicle) uses heavy grot to 
make its main port on the front 
page, but im does occasionally 
use the better-designed Tempo 
and the odd head ne m Bodon 
For crossheads i uses Cooper 

Ludlow) Black, and for some 
features if use 1 tavourite of 


Sunday papers seems, Bodon 
Black This last is rather 
near-reiation t the Victorian 


fat face types 
Penchant for reverse 


The Empire News, like its con 


treres of the Sund press, has 
a penchant for reverse types 
especially for teatures The 
make-up, while sensational ‘ 
sull basically orthodox 

Recently Re News went 


ver to the left hand reverse labe 
type of title-piece It is not too 


bad, although the lettering could 
have been bett Certainly for 
these reverse obs the straight 
forward sans letter is best 


However, the fiddly box under 
neath the name panel 1s feeble in 
the extreme 
sorts of horrific grots are 

used to draw the attention of the 
Labour faithful to the sensationa 
news Occasionally Bodon: is 
used and this is a great relief 
Cooper Black also has its uses 
in Reynolds, and in one respect 
he paper does differ from the 
others. There is a surprising use 
of Gill Sans Shadow and Gill 
Cameo 

The keen eye will also discern 
the occasional use of Metro 
Features also utilise the ubiqui 
tous Bodoni Black. The use of 
this face, together with the grot 
faces, is in the true tradition of 
Sunday sensationalism 

The People, aptly named, is 4 
good reflection of public taste 
typographically, without reference 
to its editorial contents. Apart 
from some unattractive narrow 
grot, it also uses that fine old 
type which some say should be 


journals 


bundled up and thrown into the 
Thames—Cheltenham. This face 
s also used by the Pe »ple's biz 
rival, the News of the World 

Make-up of the People is a 
little less orthodox. The big left 
hand lead reaching up into the 
title-piece is quite novel The 
title-piece is poor—neither one 
thing or the other again 

And so to the News of th 
World, that remarkable British 
nstitution, which is perhaps the 
worst.paper typographically—and 
yet it should not be altered 
It is part of its charm that it 
has no typographic charm. Clean 
it up, and half its readers would 
complain. The other half would 
not notice All type is the same 
to them 

So we come to the middle of 
the way Sunday papers The 
Sunday Express, like its daily 
counterpart, uses remarkably 
few display typefaces, relying on 
the variety of boxes, cut-outs, 
odd measure setting. and so on 
to make the variety. It uses a 
rather wide Doric for its main 
head, which is striking if not 
very attractive 

The Sunday Dispatch, on the 
xther hand, uses more display 


HE marked development 

of “week-end papers” was 
commented upon in the 
recently published broadsheet 
Ownership of the Press from 
Political and Fconomic Plan- 
ning. It was observed that 
they were heavy consumers of 
new sprint and that the 
Woman's Sunday Mirror 
already had a circulation in 
excess of a million. 


‘ 


faces than most Sunday papers 
Grot is the favourrte, of course ; 
but there are uses of Karnak, 
Linotype’s Metro and hand 
ettering. There is an absolutely 
surprising 1920-ish “art nouveau 
heading for Nat Gubbins’ feature 
ind there is a pre-Boer war stock 
heading for the “Laughter in 
Court” column 

We leave these journals and 
come to the picture papers. They 
both love the clergy and in the 
issues under review lead with a 
story with exactly identical 
narrow grot for the head. The 
Sunday Graphic sticks to grot 
but there is the odd use of 
Bodoni Black A full page 
idvertisement made up to 
resemble editorial uses grot too 

The Sunday Pictorial is faith- 
ful to grot although there is an 
yecasional use of Tempo. Some 
times Cooper Black is used 
Make-up f these two papers is 
of course, radically different 
from the other Sunday news 
papers. The format is differen! 
und the approach differs too 
Big pictures are the thing 
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- might think that the 


people behind this door live a fine 
carefree life. Why shouldn't they ? 
With such a paper, life must flow on 
like one grand sweet song, as the poct 
said. After all, there’s nothing to 
touch the “ SUNDAY POST ” in 
Scotland. Everyone knows its unique 
coverage and not only that, but its 
INFLUENCE. 


Everyone knows how good it is 
either to introduce a new line with a 
flourish or to keep the sales curve in 
Scotland healthy. That, of course, is 
precisely the trouble. That, of course, 
is why the “ Sunday Post”’ staff don’t 
go off to golf every day at noon 
They're too busy trying to meet the 
many demands from keen advertisers 


Sorry, there just isn’t enough space 
to fit you all in, but — we do have an 
alternative programme for you if you 
don’t get all you want in the 
“SUNDAY POST.” 


D. C. THOMSON & CO., Ltd. 
LONDON OFFICE: 186 FLEET STREET, LONDON, E.C.A. 


Phone: Chancery 5086 
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Campaigns for Denmark must | Appeal to women 
place emphasis on quality 


Contrary to widespread belief Denmark has a modern and extensive industrial 
capacity. Quality is therefore a factor looked for by customers in this valued market. 


ESPITE a deal of evidence 

to the contrary Denmark 
is usually regarded as an agri- 
cultural country. While that is 
true to a large extent and while 
this side of her economy is 
chiefly reflected in the high 
proportion of her _ exports 
which are agricultural (60 per 
cent by value), Danish industry 
is also highly developed and 
has tended to set the pace as 
regards consumer tastes. 


Though lacking in practically 
all the normal raw materials of 
industry, such as coal and iron 
and with no ready access to water 

ywer or to extensive forests, 

anish industry at present gives 
employment to one-third of the 
working population. As a report 
from the Counsellor (Commer 
cial) British Embassy, Copen 
hagen, has stressed, with other 
connected activities, such as the 
constructional industries (includ 
ing the building industry), and 
the extensive handicraft industry, 
nearly one half of the working 


Opulation is engaged in manu- 
acturing of one sort or another 
Indeed the high standard of 
living in Denmark could not 
very well exist if it depended 
entirely on returns from 
agriculture. 

Copenhagen itself holds in 
population about one quarter of 
the total population. Were it 
not for industry, indeed far more 
than for agriculture, the high 
standard of living of her urban 
population would be impossible 


Marketing approach 


This is something that British 
exporters and advertisers should 
always keep in the forefront of 
their minds when consideration is 
being given to any Danish 
campaign. 

On the export side, the United 
Kingdom is Denmark's best 
customer, taking 40 per cent of 
her total exports. The next best 
customer is Western Germany, 
with about 13 per cent, but 
Danish exports to Western Ger- 
many are only half, by value, of 
her imports from that country 


DENMARK 


Danish imports from the UK 
showed a slight increase in 1954 
over the figures for 1953, the chief 
items being coal, coke, fuels and 
lubricants, machinery of all kinds 
including machine tools, cars and 
commercial vehicles, iron and 
steel, iron and steel products, and 
chemicals and paints. In the case 
of textiles, a very important 
group, imports showed a decline 
as compared with 1953. The main 
Danish exports were agricultural 
products, mostly bacon, butter 
and eggs. These accounted for 
80 per cent of her exports to the 
UK. Danish exports to the UK 
are higher than her imports from 
this country. 


CIRCULAR distributed by the 
Fn advertising agency in 
Copenhagen illustrates the 
approach they are making for a 
client who seeks to introduce a 
dehydrated food to the market. 
“Danish men love their food, and 
as Danish women love their men 
they go to immense trouble in the 
preparation of food” is the line 
taken. 

The introduction of powdered 
and half-prepared foods will 
naturally meet an instinctive dis- 
like from Danish housewives 
and to overcome this, workers at 
several factories have been 
given special free lunches pre- 
pared from the new powdered 
foods and have been asked to fill 
in a questionnaire on which the 
future marketing policy will be 
based. 

But the fact that _ these 
luncheons were appreciated by 
the Danish men will not be 
emphasised in advertising. As a 
press article has pointed out, in 
Denmark 80 per cent of all men’s 
shirts are bought by women, but 
a man will hardly acknowledge 
the fact In the same way, 
although all housewives cook to 
suit their men’s tastes, they would 
hardly like to be reminded of it 
through advertisements. 

* * * 

Last SepreMBer the Commer- 
cial College in Copenhagen cele- 

@ Continued on page 59 


Berlingske Tidende carres 
than any other Danish doi! 
published in the capital, ¢ 
the four biggest in Denmark 
of advertisements during ( 
of 1955 amounted to | 
$6.9 per cent were publist 


Berlingske Tidende 


idvertising 
lailes are 
including 
tal number 
ght months 
656,438 of 


ne paper 


€ represe 


JOSHUA B. POWERS LTD. 


14, COCKSPUR ST., 


Tel WHliteh 
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LONDON, 5S.W.1! 


DENMARK’S 


id 
t ig M A R K is one of Great Britain’s best customers . . . 


On average each Dane buys 
£25 worth of British goods 


every year. 


Why not persuade them to 
buy YOUR brand? Tell 


them why in 


Berlingshe Hs Tidende 
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New ad field opens in the 
U.S. with branded lemons 


HE first consumer adver- 
tisement for trade marked 
Sunkist lemons was a recent 


ing walnuts had the best promise. 
So they adapted it to lemons. 
In this process the lemons are 


full-colour, back cover on the @!TI¢d up an elevator in indivi- 
Saturday Evening Post dual cups on steel rollers. As a 
. Newly developed enechiens vv result the trade mark is uniformly 
the trade marking process are now stamped across each fruit and a 
stamped lemon is prominently 
being constructed and should be ghow 1 the advertisements. 
installed in lemon packing houses Orange. and grapefruit, on the 
in the very near future. One other id. because of their 
machine was page bene nearl\ ad shapes, are allowed 
and placed, op exhibit at the to roll vider a stamping. device 
“ . which stamp the trade name 

attracted considerable attention, anywh--+ on the fruit 

d the lemons run through the The : 
pone Ms marker were given to fair- ane w tade marking of 
naees a auneeenlin 8 lemons; was made necessary 
‘ ae e ae R.. a 
Not previously possible radit wood citrus DOX by 
- the | yoard carton one-half 

Although the Sunkist brand the s the box 
name appeared on oranges and Th le marking of lemons 
grapefruit as early as 1915, it has also up new merchandising 
not previously been possible with poss s at the point-of-sale 
available machinery to trade in re stores. he Sunkist 
mark lemons. About two years organ n expects to capitalise 
ago, Don Savage, assistant mana- on th ext year by staging the 
ger of Sunkist’s field department, large: ail display contest ever 
and Maurice Johnson, Jr., held i e produce industry with 
engineer in the department, cars, ' and many other prizes 
started to survey the possibilities. for roduce managers and 
After considerable research they  displa *n who build the best 
found that the method for stamp- _—_lemor lays 
NEW Sembist Len cmped libe Sumbiat Oranges 
7 
Soon you cn buy lemons 
» * 


Wilh 


This is the first 
consumer advertise 
ment run by the 
Sunkist organisa- as 
tion in connection 
with the  trade- 


marking of lemons. 
The advertisement 
appeared on a 
recent back cover 
of the “Saturday 
Evening Post 


guessing [ 


pot Semkirt Lemons or \ ttn treme 
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FOCUS ON DENMARK. continued 


brated 25 years of existence. 
During that time under the leader- 
ship of Professor Max Kjzr 
Hansen, 270 students have 
received the diploma for market- 
ing and advertising and the 
majority are now holding lead- 


ing administrative posts 

The course is considered one 
of the toughest within the pro- 
fession and students have to go 
through a four weeks’ written 


examination including the pre- 
paration of a complete practical 
advertising and sales campaign 


Previously mainly advertising, 
the course now gives particular 
attention to market research, 


consumer demands, public rela- 
tions, etc 

Last year, 150 students took the 
course, 35 sat for the examina- 
tion—but of those only 17 got 
through 
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IN DENMARK YOU NEED 


Hjemmet — the 


country, 
Hjemmet gives 
hold in the family. 


AND 


afew years of 


ADVERTISER'S WEEKLY 


Hjiemmet 


Wherever you go in Denmark you will find 
home magazine. 
find it in almost every fourth home in the 
every week and all 
our advertisements a foot- 
Net sale 262,441 weekly. 


The Magazine of the 
conscious Danish woman of today. 
its first 
damerne has become an established national 
medium with a net circulation of 208,121. 


Exclusively represented in U.K. by 


JOSHUA B. POWERS, LTD. 
14 COCKSPUR STREET, LONDON, §.W.1 
Tel. - WHitehall 3366 


You will 


the week. 


/or§damerne 


fashion- 
Within 
issue Alt for 


intelligent, 


Of coutse.. 


POLITIKEN 


DENMARK'S FAMOUS 
NATIONAL DAILY 


London Manager: FRANK L. CRANE 


69 FLEET STREET, 


€.c.4 


CYPRUS 
MAIL 


Read all over Cyprus and 
in Beirut, Kuwait and 
Bahrein. For all English 
speaking people. 


P.O. Box 344 


29 Ontord &.. Wi 
Nicowe Ger: 0737 


CENTRAL 2811/2 


Uister’s leading farming publication 


“FARMERS JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


ABC. figures 
jan. to June 1955 


27,949 


18 Donegall Square, East. Yel, Geant 24997 


w“eneen OF THE 
avorr Guaetayu 
OF CMC VLATIONS 


69 Fleet Street, ECA. Tel. Fiber Se. $453 
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IONAL PRESS ADVERTISEMENT 


: Yor, AGENCY: C.W.S. Publicity Department 
a ART DIRECTION: F.C. Churchward 


SOCIETIES C¥ERY WHERE 


ADVERTISER: English & Scottish Joint C.W.S. Ltd. 
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THE GRAPHIC ARTS 
—a weekly news survey 


es 


Engravers’ chief asks for 
workers’ co-operation 


A plea to workers in the engraving indusir) 
end of restrictive practices has been made | 
of the Federation of Master Process Engra) +s. 


for co-operation and an 
A. N. Hunter, president 
In a talk to Manches- 


ter College of Technology, he said that the industry was at a cross- 


roads. “If we process engravers can't deli 
tion of our customers, the buyers will fin 


Both employers and employees 
must understand that greater pro- 
ductivity and the maximum use 
of new inventions was the only 
way to maintain prosperity 

“I can see a great expansion of 
business ahead if we organise 
ourselves to take advantage of it,” 
he said 

Mr. Hunter, who is managing 
director of the Sun Engraving 
Co., Ltd., was speaking on “Pro- 
cess Engraving—The Present and 
Some Thoughts on the Future.” 

Referring to the new electronic 
machines, he said that in the past 
each introduction of a faster pro 
cess had aroused fears of unem- 
ployment—“yet the reverse hap- 


Need for study 
of handling 


“Every time paper, ink, printed 
matter or type is handled, some- 
thing is added to the cost of the 
work and nothing to its value,” 
L. Landon Goodman told the 
East and North East London 
Master Printers’ Association. He 
was speaking on “Industrial En- 
gineering and Electricity in the 
Printing Industry.” 

Up to the present, little atten- 
tion had been paid to handling, 

e said. This applied not only to 
manufacturing but to all situa- 
tions where materials were 
moved 

When the proper consideration 
had been given to the various 
principles involved, the results 
achieved in individual cases had 
been outstanding 

Such figures as an increase of 
20 per cent in productivity with 
no imecrease in equipment re- 
quired were quite commonplace 
Yet industry, he claimed, was ex- 
tremely conservative in putting 
inte practice the knowledge avail- 
able to-day 

Mr Goodman afterwards 
showed “Planned for the Pur- 
pose,” a new Electrical Develop- 
ment Association film which 
deals with some of the more im- 
portant aspects of industrial en- 
gineering 

A sequence in the film was shot 
in a small jobbing printing works 
employing about 50 people, and 
showed how by properly planned 
ndustrial engineering, the small 
business was able to expand its 
turnover. 


the goods to the satisfac- 
ernative sources.” 
pen The new machines 
ena he trade to meet de 
man d the resultant econo 
mics such that a continued 
exp of orders was created.” 
Hi was now repeating it- 
self he asked workers to de- 
cide that electronic processes 
wer: be welcomed, and not 
mer egarded as a threat to 
wage gaining power. 
ilt of the trade to-day 
fact that it had the skill 
progressive machinery, 
lacked the will to work 
the least of the ill was 
inagement sometimes 
ake known beforehand 
il and wage advantages 
rsoessces 
confident that, with the 
of the journeyman 
the trade would con 
go forward to greater 


ectronically engraved 
here to stay, but the 
this market depended 
ir they were prepared to 
\croach on their existing 


be firmly controlled by 
e expedient of employer 
oyee working in co 
’ That is all that is 
for common prosperity 
long last meeting the 
s requirements.” 


Still deadlock in 


have been no further 
nts since the negotia- 
new printing wage 
ts between the em- 
rganisations and the 
rraphical Association broke 
last week. Represen- 
both sides are now re 
to their members 
with the six other unions 
whom the British Federa 
tion of Master Printers and the 
Newspaper Society reached a 
basis for new agreements last 
month progress is being made 
The employers’ organisations 
have now approved the propo 
sals. and arrangements are being 
made by the unions for ballots to 
be taken during the next few 
weeks 
The proposals provide for craft 
rates of £10 6s. 6d. in London, 
£9 15s. in Grade I provinces, and 
£9 9s. 6d. in grade II provinces- 
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Master Printers will revert to 
mid-week examinations 


After consideration of the re- 
ports reccived on the experiment 
of holding its examinations on 
Saturday this year, the British 
Federation of Master Printers’ 
costing committee has decided to 
revert to the former practice of 
mid-week examinations in future 

The dates fixed for the next 
examinations are: Costing, Wed- 
nesday, May 23; estimating, 
Thursday, May 24 

Details of application and the 
closing date for the acceptance of 
application forms will be an- 
nounced later 

The BFMP has also sent out 
notice board announcements and 
syllabuses for the Federation's 
annual Gold Meda! Layout Com 
petition for 1956. For the second 
time there will be 10 cash conso 
lation awards of five guineas each 
in addition to the Gold and Silver 
Medals and Certificates 

The board has 
last year’s successful experiment 
by setting only one job There 
will be no lowering of the stan 


followed 


also 


TA negotiations 


an increase of 18s. 6d. for crafts 


men. The proposals also provide 
for an increase of 15s, 6d. for 
semi-skilled adult male workers, 
and an increase of 12s. for 
women 

There will also be provision in 
the agreements for a cost-of-liv 
ing bonus to be made in July, 
1956 on the May, 1956, 
index figure 

There will be a stabilisation 
per od of two vears and the pro 
posals include arrangements for 
increases in the craft labour force 
and for n certain cases 
of some machine and other 
extras 

Last 
of the 


based 


revision 


weck’s delegate meeting 
London Typographical 
Society, who are still meet- 
ing the employers, was ad- 
journed, when it was decided that 
the Society would meet again on 
Tuesday this week. 


will be less 
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LMPA honour 


secretary 
on in honour 
G. Baker was given by 
the London Master 
Associatior at the 
iught Room Presentations 
of a twin-cliy ch to Mrs 
Baker, and a cheque to Mr 
Baker were made by Harry Kon I] 
Jones I MPA president on be 
half of the Association 
Geoftrey ( Griffith told 
members that Mr. Baker had 
served the Association for 45 
years, and was secretary ffom 
1932 until June this year 
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ARTIST FRIENDS 


'T'O an outsider it must seem odd 
that Charles Barnett Artists and 
Norford and Associates did not 
amalgamate years ago Their 
principals were friends at school 
together and they have been 
colleagues in various firms and have 
since worked together on many jobs. 

Anyway, the inevitable has now 
happened, and Barnett, Norford 
Artists are now om entity m their 
excellent accommodation at Key- 
stone House, Red Lion Square 
where they do a complete art ser- 
vice, including drawing, photo- 
graphic retouching, lettering, layout 
and design, mainly for agencies but 
also direct 

Both Charles J. Barnett and 
Francis S. Norford started with 
Saward, Baker. Mr. Barnett went 
on to obtain “behind the camera” 
experience with Fox Photos and 
then to become studio manager and 
layout manager with Thames Adver 
tising Service, whose business he 
sull retains 

Mr Norford, after leaving 
Saward, Baker, joined London Art 
Service, where his fellow artist was 
Albert (“Bert”) Barnett — th: 
brother of Charles Mr. Norford 
became studio manager, and after 
a spell as an advertising manager 
rejoined London Art Service to 
become art director, before leaving 
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three-and-a-half years ago to form 
his own business 

The fourth principal is E. W. G. 
Ford, whom Bert Barnett met in 
the Army. He and the two Barnetts 
are still top-line artists working on 
the bench ; Mr. Norford is mainly in 
charge of the selling side 


* * * 


Goop news comes from Eric 
Bradburn, who, after four years of 
illness during two of which he was 
blind, is now working as develop 
ment manager of the Southport 
Guardian and has just put over a 
supplement in which the corpora- 
tion explains its industrialisation 
programme. 

He is full of praise and gratitude 
for NABS and the Newspaper Press 
Fund, through whose help he was 
able to re-enter the newspaper 
world 


Memorial issue 


AT a very enjoyable Jewish 
Chronicle reception the other even- 
ing, attended by more than 100 ad- 
vertisers and members of agencies, 
David Kessler, managing director, 
spoke of the bem supplement 
which is being brought out on 
January 27 to commemorate the 
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Elected English Peers of the Jurade of St. Emilion at the Trocadero 

were (|. to r.): John Betjeman; Robert Henriques: F. C. Hooper, managing 

director of Schweppes Ltd., and a witty speaker at many advertising 

functions; John Metcalfe, public relations expert and a director of John 

Hobson & Partners Lid.; and Sir John Hunt, of Everest fame. Granted 

by Richard Coeur de Lion, the charter of the Jurade is believed to be 
the oldest in wine-growing history. 


300th anniversary of the readmission 
of the Jews into England. 

I am looking forward to seeing 
this ; it should contain a great deal 
of interesting historical and other 
informative reading. Incidentally, 
G. N. A. Mandelson, advertisement 
manager, ts delighted with the way 
the advertisements are rolling in for 
it 

Welcoming many of the guests 
was T. H. Turner, senior representa- 
tive. Tom Turner (who, incidentally, 
is not the only non-Jewish member 
of the staff) has been with the JC 
for 41 years 

Incidentally, | thought W. A. Slow 
(advertising manager of Marshall & 
Snelgrove) expressed the thanks of 
all present to David Kessler very 

ably. 


New president 


THE last time 1 referred to 
Maurice Bockmaster (PRO of Ford) 
in these columns was to record the 
fact that he was “playing himself” 
in the Herbert Wilcox picture 
“Odette, GC,” for it was he who 
during the war (after taking part 
in the Dunkirk and Dakar episodes) 
organised the sending out of aid to 
French patriots 

Mr. Buckmastér is now president 
of the Institute of Public Relations 
A better choice could not have been 
made. Brilliant linguist, holder of 
about a dozen decorations, British, 
American, and French, broadcaster, 
journalist, author, he is a man of 
many parts and will, I am sure, 
prove an excellent president. 


Studio party 
A ROBOT trolley that holds a 


camera steady like a gun on a tank, 
created by Anthony Page, advertising 
and industrial designer, caused much 
interest at the party which he gave 
to celebrate the compliction of his 
studio in Queens Grove, St. John's 
Wood 

Among the guests were Lord 
Rennell of Rodd, deputy chairman 
of BOAC: M. Gilbert, managing 
director of Jaeger; W. H. Gollings, 
agency chief; Olivia Manning, 
novelist, and her radio producer 
husband, R. D. Smith. 

Anthony Page is married to Betty 
Page, fashion and advertising con- 
sultant. Both were at Crawford's 
and Colman, Prentis & Varley 


W. H. Smith's new studio manager, 
W. White, tries to cope with the 
firm's bearded display consultant, 
D. St. Julian-Bown, during the staff 
production of “Queen Elizabeth 
Slept Here.” 
* * 


Ir you want export business, go 
out and get it, says John Yates, 
principal of John Yates Advertising, 
of Manchester who has _ just 
returned from a trip to New York 
and Chicago. In Chicago his agency 
had organised a stand at the Inter- 
national Pet Fair to represent 
British manufacturers of pet pro 
ducts*who are interested in export- 
ing to the USA 

In New York he took part in five 
sponsored television programmes 
and two sound radio programmes 
He thinks that the general standard 
of TV commercials in this country 
already compares very favourably 
with that in the States. 


CONTACT 
WEEK'S WISECRACK 


~ 


“The only tune they will 
allow for a jingle from a 
talking ‘plane is *‘ Softly, 

Softly.’” 
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EMPIRE NEWS 


AND 


Sunday Chronicle 


Empire News and the Sunday Chronicle became one paper through 
largest amalgamation ever in British journalism. The new paper 
‘lates nationally but, like its progenitors, is especially strong in the 
h of England, the Midlands and Wales. It combines the mass-market 
gth of the Empire News with the middle-class appeal of the Sunday 
ynicle in a paper more broadly based than either. 

Kesult of the union is that Great Britain now has a great new national 
spaper which is at present being read by approximately one-fifth of 
otal adult population. With the rate unchanged from that formerly 
rce for the Empire News alone, the Empire News & Sunday Chronicle 
paper which cannot wisely be omitted from any national schedule. 


While the sales position retains the instability consequent 
upon such a massive development no circulation figures will 
be quoted. But it can be said that to date the sale of 

the ‘ Empire News & Sunday Chronicle’ has far 

exceeded expectations. 


The Joint Advertisement Managers are allocating 
the limited amount of space available as fairly 
as possible. 


‘The largest amalgamation in the history of British journalism 


...@ paper which cannot wisely be omitted from any national schedule.’ 


Joint Advertisement Managers 

JACK EVERETT - ARTHUR W. BIRCH 
Kemsiey House, London WC | 
Terminus 1234 


Rate per s.c.i. 
£16 10s 


=> 
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Publications News and Notes 


New Temple 
Press journal 


A new monthly journal covering 
every phase of world industrial pro- 
duction and utilisation of nuclear 
energy and its by-products is to be 
published by Temple Press Ltd., 
early next year. Th yurnal will be 
called Nuclear Engineering, and will 
have a type area of 10 in. by 7 in. 


* * * 
The Statesman, published daily 
simultaneously in Ca :» and New 


Delhi, 1 ived first prize for news 
paper printing and design in a 
national contest organised by the 
Government of Ind Ministry of 
Information 

* * 

The latest issue of Ambassador, 
the British export razine for tex 
tiles, fashions and hed industries, 
carries a review of developments in 


the Scottish textile industry; fea 
tures on “Nylons New Look 
“The Oriental Influence and 


“Household Textiles 
* - ” 
Christopher Mayhew § discusses 
“Prospects of Happiness” im a new 
series Starting in John Ball next 
weck 


” * * 

In Woman next week Veronica 
Scott will tell u of a 17-year 
old's preparation for her first 
grown-up Christ 

* . * 

Full colo if d ible-crown post 

and an adve sement in the A 


Chronicle back this week's issuc t 
Everybody's. 


G 


= COLOUR 


The Uxbridge Post broke its own 
record of three-and-a-half pages of 
Situations Vacant announcements in 
the November 9 issue, with four 
and-a-quarter pages The journal 
also carried more than four pages 
of ads from car dealers 

* * ” 

Fancy dresses for children, illus- 
trated in full colour with how-to- 
make details will be one of the 
special features in the January issue 
of Woman & Home. There will 
also be games for Christmas, knit 
ting and fiction features 

* * * 

Now on sale at 15s. is the Daily 
Mail Ideal Home Book. It con 
tains 248 pages of articles on the 
house and home furnishings 
managing the home and Icisure and 
imterest. It is illustrated with many 
pages in full colour. Special feature 
this year is the frontispiece, a 
colour reproduction of the recent 
portrait of Her Majesty the Queen 
by Pietro Annigoni 

* - ” 

The Norfolk Chronicle ceased 
publiéation last week The good- 
will and titles of the paper 
which was founded in 1761, have 
been acquired by the Norfolk News 
Company, and will be merged in 
the series of eight weekly news 
papers known as the Norwich 
Mercury Series 

+ 7” ” 

The Evening News is to publish 
a selection of its crossword puzzles 
n the Evening News Crossword 
Puzzle Book this month. It will 
contain 84 puzzles. Publicity in the 


Evening News will be used. The 
book will sell at 2s. 
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The December issue of She front 
cover above—contains four pages 
of suggestions jor Christmas gifts 
which can be made or bought. 
a x = 


The January issue of True Story, 
oul next weck, concentrates on the 
party season 


* * * 


Two new book : Comfort in 
the Home, and Cooking for One 
both at Is. 6d., have been prepared 
by the Gas Council in collaboration 
with Good Housekeeping. 

~ x ~ 


A £500 prize for choosing a 
Christmas mu programme 1s 
offered in an enlarged, 56-page issue 
of Illustrated, on sale next week 


Promotional folders 
George Newnes Ltd. have sent 
out promotional material to adver- 
tisers and agents for Home Notes, 
Angling and Riding. For Angling 
and Riding folders have been dis- 


patched which give details of the 
journals as advertising media \ 
stick-on label on the front cover 


of Home Notes states Home 
Notes takes your advertising a long 
way for a low cost On the reverse 
side of the label readership and rate 
details are given 

a * * 


The Coaching Journal & Bus 
Review is now being published as 
1 controlled circulation journal 
Established 24 years, the monthly 
has taken this step to ensure maxi 
mum circulation in the desired field 
which is all coach owners with three 
or more vehicles H. H. Watson 
has been appointed adveruusement 
manager 

* oa = 

From January Thomas De La 
Rue & Co. Ltd. (London) will be 
taking over and publishing the 
magazine previously called Contract 
Bridge Journal, and now to be 
called The British Bridge World. 
Selling price of the monthly will be 
2s. 6d. per copy, er an annual sub 
scription of 30s Members of the 
English Bridge Union can subscribe 
to this new magazine for 20s. a 
year. Advertisement rates: £25 full 
page £12 10s. half-page and 
£6 10s. quarter-page 

- . * 

Picturegoer next week will con 
iain a two-page colour spread on 
film star Kay Kendall 


* * * 


The inquiry set up in Dublin to 
investigate selling price rises fol- 
lowed an increase of one penny by 
two morning papers and two Sun- 
days, not evenings as stated ip an 
agency report in our November 25 
issue 
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We Hear 


A scheme to insure users against 
damage to and loss of films in 
transit has been introduced by the 
GB Film Library. The premium 
rate is 14d. per reel for each show- 
ing. 

* * * 

Folkestone Corporation plans to 
spend £1,807 on press advertising 
Mmext year 

* * * 

Carlisle City Council is to ask 
if local publicity agents are inter- 
ested in the advertising rights at its 
public market 

* * * 

Lintas Information Services have 
been appointed consultants on press 
= public relations for Viskase 


* * * 
Falmouth is to spend £248 on a 
joint press advertising scheme with 
British Railways, and will bear two- 
thirds of the cost 


Shell’s guests 


Guests of the Shell Petroleum Co. 
Lid. last week were a party of 
journalists who had been 
invited to this country in order that 
they might gain a better knowledge 
of the workings of the organisation, 
and other matters relating to oil. 

* * * 

Cheltenham Corporation may 
have to raise the charges for coaches 
and buses using its new bus station 
if it cannot get a better response 
to its offer of advertising rights 

* * . 

Betty Rodway has taken over the 
public relations account for 
Favourite Fashions Ltd. 

a * * 

Voice & Vision Ltd. have been 
appointed to handle press and 
public relations for the Corsetry 
Manufacturers’ Association. 

* . 

Martins, dyers and cleaners, have 
won a brighter window display 
contest run by Power Laundry 

* * * 

Twenty-one countries will have 
exhibits at the German Handicrafts 
and Trade Fair in Munich from 
April 27 to May 10. 


Press evening 


A “British Press” evening will be 
held by the British Council at is 
centre in Hanover Street, W.1, on 
Sunday. Dingle Foot, a director of 
The Observer, will lecture, and 
other speakers will present a 
symposium. 

* * 

W. H. Jamieson, publicity con- 
troller, J. Arthur Rank Overseas 
Silm Distributors Ltd., took part 
in a BBC Overseas Service broad- 
cast on “Overseas Film Distribu- 


* * * 

The publications division of 
Holden’s Press Bureau (A N 
Holden & Co., Ltd.) has been 
appointed to produce Dexion Angle 
a new 60,000-circulation quarterly 
for Dexion Ltd. It will be distri- 
buted in 104 countries. First issue 
of Dexion Angle, which takes the 
place of Dexion News, will be in 
January 

7 * a 


John Webb Press Services have 
been appointed press relations ad- 
visers to Bil] Darnel, the American 
singer. 
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THE LAYOUT MAN THE TYPOGRAPHER 


Must have a versatility of creative design, Must have type in his fingertips 
knowledge of the figure and an an awareness of its colours and moods 
appreciation of lettering and typography. with an alert versatility to use 
Experience in Nationa! accounts the right face at the right time to match 
is an advantage every clamour, every whisper 


APPLY TO THE GENERAL MANAGER 


McCann-Erickson Advertising Limited 


BRETTENHAM HOUSE — LANCASTER PLACE — LONDON, W.C.2. 
TEMPLE BAR 6600 
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Heavy boost for 
Webcor Fonografs 


Webcor (Great Britain) Ltd., 
manufacturers of the new Webcor 
Fonografs, are launching their first 


ever national advertisin 
in this country for We 
players. 

Three instruments, 


the Lark, 
Holiday and Musicale, are to receive 


campaign 
or record 


“One of the most concentrated air 


heavy press advertising support travel campaigns ever embarked 
during the pre-Chrisimas penod. upon” is how agents E. Walter 


Extensive direct mailing has already 


been carried out. 


Among the large spaces to be used 
are half-pages in the Daily Express 


and the Evening News 


George Ltd. describe the latest 
campaign they have prepared for 
their chents Air France. 

The new promotion, which is 


as well as scheduled to start early next year, 


13 in. by 5 col. and 11 in. triples in will feature the airline's world 


an extensive list of 
pa 


colours in a considerable 
journals covering th 


radio and music trades 


bills and descriptive leaflets for cach 


rade press advertising will in- 
clude double page spreads in two 


provincial Services, Large spaces, including 
half-pages, will be taken in national! 
dailies and Sundays. Selected pro- 
vincial papers and general interes 
number of magazines are also to be used. 
electrical, 

Window - . 
Strawson Chemical 


model have been issued to each 


wholesaler for retailers 


Grant Advertising Ltd. 


First campaign for 
Bourne Gleem 


Bourne Gleem, a new 


ment, is being advertised for the 
first time in the trade press. Adver- 


tisements claim that 


application of the product, a wax 


polish finish lasting for 


Agents new agents 

The Strawson Chemical Company 
Lid.. makers of insecticides, have 
appointed Tibbenham Publicity Ltd. 
of London to handle their adver- 
tising. The products are being given 
a “new look” and a test campaign 
in the London area for one of their 
main products is being prepared 


floor treat- 


after one 


New Grundig drive 


a year is 


given Starting this month a new cam 
National advertising is expected paign for Grundig tape recorders 
to break early next year when and office dictating machines ‘s 
spaces are to be taken in Reader's scheduled to appear in national! 
Digest, Radio Times and home and dailies, class publications and jour- 
women's magazin Agents are nals coverin the music field 
EF. Walter George Lita. Agents: E. Walter George Ltd. 


S xak 


with 


Ke Aatracs 


REGD 


Key lines on Kodatrace always give you 


exact register because Kodatrace is dimensionally 


stable. It does not shrink or buckle under 


process conditions and will prove your skill in 


drawing for reproduction. For pencil, pen or wash 


Kodatrace transparency is the ideal medium. 


i. 


=. 7 | | 1 


eeee#ee#e#e+e#*es 
Send for 


Hove you tre test Samples 
the new 


‘s ~F 
J PS 
—y Kodak 
QrAce - 
OME NSIONALLY sraglt 


DRAFTING CARD 


A perfect drawing surface 


Sole Distributors 


H.C. STERN 


CRAVEN HOUSE 

121 KINGSWAY 

LONDON, W.C2 
Tel: HOL 6086 


on both sides for perfect 
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. 
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. 
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> 
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. 
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. 
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half-tone reproduct on, . 
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Current Advertising 


Air France to launch the ‘most 
concentrated drive ever’ in 1956 


Record scheme for 


Persomnia sedative 


The largest ever campaign for 
Persomnia, a sedative for insomnia 
and nervous tension, is now run- 
ning im an extensive list of pub- 
heations. 

On the schedule are a total of 
40 national daily and Sunday news- 
Papers, and in addition spaces are 
being taken in women’s weekly and 
monthly magazines, religious Papers 
general interest magazines and the 
trade press Agents are Smiths 
Advertising Agency Ltd. 


More chutney 


Larger supplies of Green Label 
Chutney are now available. To 
publicise this fact spaces have been 
taken for a pre-Christmas drive. 

Newspapers to be used include 
the Daily Ex; ‘ Daily Mail 
News Chro nicle "Daily Sketch and 
the Glasgow Sunday Post Agents 
Wilcox Advertising Ltd. 
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Winter Thomas get 


Itshide account 


The Winter Thomas Co. Ltd. 
have been appointed to handle 
advertising and sales promotion for 
the Itshide Rubber Co., Lid., manu- 
facturers or rubber soles, heels and 
other products in the boot, shoe 
and repair trade 

Advertising starts in January in 
trade and technical journals, and 
will be focused on the firm's range 
of rubber soles and heels 

The agency has also been ap 
pointed to handle Minibrix rubber 
building bricks, manufactured by 
the Premo Rubber Co., Lid 


Half-pages for the 
Gasmiser launching 


Cannon (G.A.) Lid. are market- 
ing and advertising an entirely new 
domestic appliance—the Gasmiser 
a new room heater, which, it is 
claimed in advertisements, 
for long penods at a low cost 

Over 200 half-page advertisements 


will be used in the promotion. 
Adverusing will be mainly in pro- 
vincial newspapers, but spaces are 


also booked in the Daily Express 
and the Evening News. Trade press 
advert ising is also being used. 
Agents (-. & Hoffmann Ltd. 


|CURRENT ADVERTISING AT A GLANCE 


Accounts 


AUSTIN MOTOR CO. LTD. (car 
adverusing) for Colman, Prentis 
& Varley Lid. at a date to be 
arranged 

ISHIDE RUBBER CO. LTD. 
manufacturers of rubber soles 
heels and other — in the 
boot. shoe and repair trade 
MINIBRIX RL BBER Bl ILbD- 
ING BRIC - ‘as the Winter 
Thomas Co 

WESTERN CREDIT LTD. for 
Geo. J. Smith & Co.. Ltd 

ELECTRO-CHEMICAL ENGL 
NEERING CO.. LTD.: ELEC. 
TRIC RESISTANCE FURANCE 
co. LTD. ELECTRIC FUR. 
ANCE CO., LTD. accounts for 
Nigel Rainbow & Partners Ltd 

0.C.M. (LONDON) LTD., orienta! 
carpet manufacturers, for Howard 
Panton Ltd.. from January |! 

WESTBURY HOTEL, for Graham 
& Gillies Lid Campaign im 
selected national and provincial 
papers class magazines and 
specialised overseas publications 

ALPHA LEATHER a RUBBER 
CO., for Roger Prvor Lid 

STRAWSON CHEMICAL CO. 
LTD. for Tibbenham Publicity 
Ltd. New campaign being pre- 


pared 
GRAHAM'S SIX GRAPES PORT, 
for Conroy Wykes Advertising 


Ltd 

KALAMAZOO LTD, for Beard- 
more Advertising Ltd 

POWER AUXILIARIES LTD. for 
Roles & Parker Ltd. 

THOMAS DALGLIESH & CO. for 
J. G. McCallum & Co. 


Campaigns 


WEBCOR (GREAT BRITAIN) 
LTD. using half-pages in Daily 
Express, Evenine News, large 
spaces in provincial and trade 
papers for Webcor Fonografs 
(Grant Advertising Ltd.) 

GREEN LABEL CHUTNEY, using 
national, provincial and trade 


ze 


press for pre-Christmas campaign 
(Wilcox Advertising Ltd.) 

CANNON (G.A.) LTD. using 
national and provincial papers 
and trade press for Gasmiser in- 
troductory campaign (Longleys 
& Hoffmann Ltd.) 

BOURNE GLEEM, new ‘oor 
treatment, using trade press :o1 
imtroductory driv Reader's 
Digest, Radio Times, and home 
and women’s magazines to be 
used in campaign starting Janu 
ary (E. Walter George Ltd.) 

AIR FRANCE, using large spaces 
including half-pages in national 
daihes and Sundays. spaces in 
selected provincial papers, and 
general interest magazines for 1950 
campaign (f Walter George 


Ltd.) 

GRUNDIG (GREAT BRITAIN) 
LTD., using national press, class 
publications and music journals 
for 1956 campaign. (E. Walter 
George Ltd.) 

A. SANDERSON & CO. LTD. 
using national magazines. weekly 
and evening papers for Sandei- 
son paints. (Nevin D. Hirst 
(Advertising) Ltd.) 

HEBRIDEAN CROFTER 
WEAVERS LTD., using nationa! 
daily and weekly papers and 
Radio Luxembourg. (Nevin D 
my (Advertising) Ltd.) 

. M. CHRISTY & SONS LTD.. 
7 owel manufacturers, using 
national press for spring cam 
paign. (A. H. Knowles Lid) 

PERSOMNIA LTD. using 40 
national daily and Sunday papers 
spaces in women's weekly and 
monthly magazines religious 
Papers, general interest magazines 
and the trade press (Smiths 
Advertising Agency Ltd.) 

MOLYNEUX PERFUMES, asing 
national dailies and Sundavs. and 
Evening Standard. (Conroy 
Wykes Advertising Ltd) 

THE ALKA CO., manufacturers of 
filling and capping machinery 
usi ae brewing. bottling and <of: 
drinks trade journals duri ing 1956 
(A.T.A. Advertising Ltd.) 
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ADVERTISER'S WEEKLY 


PLASTOIC 
BINDING 
now at 


Griffith 


PRINTERS SINCE 1850 
Prompt service on 
Plastoic Binding 
now offered by 

W. P. GRIFFITH & SONS LTD. 

154 Clerkenwell Road, 


London, E.C.1 
Telephone: Terminus 7363 


TRAD® SNOUT WELCOMIZD 


can you reach 
your 
telephone? 


for HIGH CLASS 
SILK SCREEN PRINTING 


E..J. GRANGER Led. 


87 BELMONT PARK RD. LEYTON £0 


SILK SCREEN ARTS L™? 


97 SHIRLEY ROAD.CROYDON 
AODDISCOMBE 3147-8 


HIGHEST GRADE 
LEAN & SHARP 
ALT MAN(H 


SPEEDY SERVICE 
EXPRESS 
DELIVERY 


-.a symbol of 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 


LONDON, W.C2 HOLbors 252! 


HARROW 
BILLPOSTING 
COMPANY 


37 SPRING STREET W.2. 


Club News 


Glasgow 
Presentation to 


vice-president 

E. Alan McLundie, former vice 
president, was presented with two 
silver tankards on behalf of the 
Glasgow Publicity Club’s com 
mittee by president F. Dench ai a 
receng club luncheon. Mr. McLun- 
die, after cight years’ club service, 
has left to take up a position in the 
Bristol glass factory of Hall & Co 

The good wishes of the club were 
— y new vice-president James 
ack. 


Regent 
New Year’s Eve 
celebration 
For the first time for many years 
the Regent Advertising Club is to 
hold a grand ball on New Year's 
Eve. A leading orchestra has been 


engaged and a special dancing exhi- 
bition by experts has been arranged 


Oxford 


Tape recording 


A large number of members of 
the Advertising Club of Oxford saw 


and heard a demonstration of some 
of the ways in which the tape 
recorder serves industry, when H. F 
Mudd, radio and ~ electronics 
manager of Lowe & Oliver Lid 
iddressed the club 


Berks and Bucks 


Inside story 


“The Inside Story of Penguin 
Books" was told to members of the 
Berks and Bucks Publicity Associa- 
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tion at a recent meeting by John | 


Overton, production manager 


AD MAN'S 
DIARY 


Twesday, December 6 


PUBLICITY CLUB OF NOTTINGHAM 
luncheon R. ¢ Liebman on 
‘Public Relations Advertising's 
Partner.’ Bell Inn. | p.m 


PUBLICITY CLUB OF SUNDERIAND quiz 
Newcastle Publicity Club 
ADVERTISING CLUB meeting 


H. G._ Jessop on Advertising 
cilms 6.30 pm 
Wednesday, December 7 


NSTITUTE OF PUBLIC RELATIONS lun- 
heon meeting. Criterion Restaurant 


iccadilly, W.1 12.45 pm 

SRITISH POSTER ADVERTISING ASSO 
ATION annual dinner. Grosvenor 
House 

PUBLICITY CLUB OF THE COTSWOLDS 
meeting Plough Hotel, Cheltenham 
7om 

tama (Manchester branch) meeting 
Queen's Hotel 6.15 p.m 
Thersday. December 8 
SOUTHAMPTON PUBLICITY cits hun 
cheon mecting. T. Rose on ‘Motion 
Picture Publicity Royal Pier 
Pavilion Restaurant 12.48 pm 
Friday, December 9% 

PUBLICITY CLUB OF LEICESIERX annual 
ladies’ evening, and dinner and 
dance. Bell Hotel 

SOUTHAMPTON PUBLICITY CLUS theatre 
visit 

PUBLICITY CLUB OF GLASGOW meeting 
J Macphail on Scotch 
Whisky.’ 

BERKS A BUCKS PUBLICITY AssOctA- 
riow Christmas luncheon. Hote! de 


Paris, Bray-on-Thames 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT, 3s. 6d. per lime, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per lime, 35s. per dsplay panel inch. 
45s. per dispiay panel inch. Minimum, 5 lines. 
one line plus Is. covering postage, etc. 

advertisements under seven imsertions MUST BE PREPAID. 
* 180, Fleet Street, London, E.C.4. 


RATES: 


classifications, 4s. per line, 
charge, 


Weekly,’ 


DecemBerR 2, 1955 


All other 
Box No. 
Series rates on application: all 
Address ** Advertiser's 
WaATerioe 3388 (Ex. 25). 


APPOINTMENTS VACANT 


Siteations Vacant : “* 


The engagement of persons answering these advertisements must 


be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 


be or 


she, or the + ae is excepted from the provisions of the 
v Order 


1952."" 


PRODUCTION ASSISTANT 


We want a lively young man in our production department to 
help handle a growing volume of work 
completed his National Service. 
duction would help, since the applicant would then know 
that he wants to be a production man 
is not essential as the man appointed would be trained. 
Good Salary and prospects in exchange for hard work 
Write or phone for appointment to 
Production Manager, 


W. H. GOLLINGS AND ASSOCIATES LTD. 


He should have 
Some knowledge of pro- 


Experience, however, 


12, Upper Grosvenor Street, W.1. GRO 8401 
YOUNG CREATIVE ARTIST (either VOUCHER CHECKING CLERK, « 
sex) capable producing finished perienced and capabie of running 
artwork of high standard required for jepartment required by London 
small creative unit Ring MUS 4684 agency S-day week Write. stating 
or write xperience and salary required, to 
Box 2516 Ad. Weekly 180 Pieet St EC4 Box 2517 Ad. Weekly 180 Fleet St EC4 


PRODUCTION 
ASSISTANT 


required for large Agency, 
age about 20-25. Write, 
giving details of experi- 
ence, etc., to 


Box 2512 
Advertiser's Weekly 180 Fleet St EC4 


DISPLAY ASSISTANT 


Applica.ions are invited for the above 
position by che LONDON ELECTRICITY 
BOARD in Display Department at 
Roehampton, London, $.W.15 


Experience of first 
display and exhibition 
Only candidates able 
siderable training 
considered 


class window 
work essencial. 
to prove con- 
and experience 


Commencing salary within Grade | of 
N.J.C. agreement, ie. £440 to {555 


per annum inclusive 


Application forms obtainable from 
Personne! Officer, 4467, New Broad 
Street, London, E.C.2. Please quote 
ref.: PER V'2094 BH 


PHOTO-OFFSET COLOUR PRINTERS 


producing Showcards 


Cut-outs and 
Displays require creative artist with 
ideas, specialising in point of sale 
advertising material Write, stating 


age, experience and salary expected. & 


Box 2514 Ad. Weekly 180 Fleet St BC4 


BRIGHT LAD (15-16) required to train 


as Artist in commercial 
Must be prepared to 
senger duties 
Write for 
Advertising, 
Street. E.C.4 


art studio 
undertake mes- 
during training period 
appointment 4 w 


Racquet Court. Fleet 


Particularly if you are 


ndh and you 


(1) A COPYWRITER 
(2) A VISUALISER 
(3) A LAYOUT MAN 
Write . 

(or telephone) 

Leeds 64) 

Sloane 0787 Leeds, 2. 


IF YOU HAVE Creative Talent, Experience, and 
a desire to join an enthusiastic team working on 
important National Accounts, write to NDH. 


Denis A. Birkett, Esq, 
NEVIN D. HIRST (Advertising) LTD. 
Grattan House, Mount Preston, 
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CLASSIFIED ADVERTISEMENTS 


Have 
you 
considered 
SUNNY 
SOUTH 
AFRICA ? 


It's a wonderful country, 
with a wonderful future for 
English as well as Afri- 
kaans-s ing people (de- 
spite t exaggerated re- 
ports you read in the 
papers). 

The standard of living is 
high, and in the advertis- 
ing business you would 
find yourself among friends, 
for more of the seniors 
come from Britain than 
from elsewhere. 


As South Africa's largest 
independent Agency, with 
Offices in four main centres, 
we are always interested 
in hearing from experienced 
and ambitious advertising 
men, especially copywriters, 
visualisers and artists, who 
desire to settle in South 
Africa. 


Although we may have 
no immediate vacancies, 
our business is growing, 
our staff requirements in- 
creasing, and opportunities 
are always occurring. 


When we do have a 
vacancy, we can promise 
you interesting and en- 
joyable work, and excellent 
prospects. Working con- 
ditions are pleasant, and 
we have a 5-day week and 
superannuation fund. Pay- 
ment of fares can be nego- 
tiated. 

All inquiries will, of 
course, be treated in strict 
confidence. In the case of 
creative staff, please send 
a representative selection 
of specimens, as well as 
giving full details of pre- 
vious experience, age, mari- 
tal status, present salary, 
etc. 


P. N. BARRETT COMPANY 


(PTY) LTD 
P.0. BOX 694 CAPE TOWN 
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APPOINTMENTS VACANT 


ADVERTISER'S WEEKLY 


COPYWRITER 


TECHNICAL RETOUCHER 


and 
TOP FLIGHT ARTIST 


required for London Studio 
Top salaries offered to right men. 


Box 2500 
Advertiser's Weekly 180 Fieet Street EC4 


The position calls for a man 
with agency or journalistic 
experience who is prepared to 
work up copy briefs in close 
co-operation with the senior 
copywriter. 
Although the accounts are 
principally industrial or techni- 
cal, the work allows a wide 
scope for imaginative writing, 
and good possibilities of advance- 
ment in an expanding agency. 
Apply in writing giving full 
Write particulars, 
Creative Monoger, 
T. G. Scott and Son Limited, 
Crown House, 
143-47 Regent St., W.!. 


SHORTHAND.-TYPIST (15-25 years), a» 
Assistant-Secretary to Advertising 
Manager Early prospect of pro 


INTERE 


‘G POSTTION in Ryblicity 
Dep t of large group of com 
pan ntelligent girl (18-21). Must 
cor it shorthand typist, prefer- 
me previous experience in 
Excellent conditions 
MUS 8468 


<S DIRECTOR 


anization seeks top grade 
r This post carries a 
commensurate with its 
sand has unlimited scope. 

“ide executive experience 
apply to 


Box 2508 


. Weekly 180 Fleet St EC4 


ASSISTANT in 

epartment wanted for 
Publishing firm Age not 
ermanent. Good prospects 
weck. Four weeks’ holiday 
rting salary £8 pw. Write 
Ad. Weekly 180 tS BCS 


\IOR 


FLEET 
ILLUSTRATING 


SERVICE LIMITED 


. require a 
visualiser /layout man 
with progressive ideas, for 
growing creative department, 
handling a variety of 
press and printwork. 
He should have a flair for 
producing quick, slick visuals, 
subsequently taking them 


to a more finished stage. 
Apply Art Director, 
Fleet Illustrating Service Ltd., 
10, Argyll Street, W.1. 


| 
| 
| 


— - . motion Pleasant working conditions 
INSURANCE COMPANY hes & vacancy and amenities. S-day week. Chiswick 

for a man capabie of, and experienced Gt. West Road area. Write. marked 
in, drafting and designing advertising * Private to Advertising Manager 

literature, prospectuses, etc Non Box 2519 Ad. Weekly 180 Pleet St PC«4 
contributory pension scheme and other - 

attractive conditions of employment WANT TO SPREAD YOUR WINGS 
Reply fully, stating age, experience and Art Man, feel suddenly free, able t& 
salary required, to express your ability at its newest and 
Box 2513 Ad. Weekly 180 Pieet St BC4 fullest on One account and another and 


still { «© & medium-size 
DESIGN AND DISPLAY DEPART- 


Agency full of ‘go’ is ready to meet 
MENT require designer for packaging you, provided you are also quick with 
and point of sale Write Display 


all-round ability from visual to finished 
Manager, Greenlys Led 9 Berkeley 


work 
Street, W.1 Box 2406 Ad. Weekly 180 Pleet S: BC4 


EXPORT MEDIA 


Erwin Wasey & Co. Ltd. 
require an 
Overseas Space Buyer 


another 


Applicants must have had con- 
siderable experience in buying all 
overseas media, including films 
and radio. 


Write in confidence to 
F. B. Croucher, 
Erwin Wasey & Co. Ltd., 
Brook House, Park Lane, 
London, W.1. 


Phone 


our classifieds to WAT 3388 (Ex. 25) 
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APPOINTMENTS VACANT 


| MEDIA 
EXECUTIVE 


DeceMBER 2, 1955 


CLASSIFIED ADVERTISEMENTS 
GENERAL 


Situations Vacant : *“* The engagement of persons answering these advertisements mast A IST 


be made through a Local Office of the Ministry of Labour or « Scheduled Employment 
Agency if the applicant is 2 man aged 18-64 inclusive or a woman aged 18-59 inclusive 


required for large international screen 
advertising organisation situated in 
Maylair. Ability to plan, to negotiate 
with clients, to supervise mainly 
fernale staff essential. Also knowledge 
of world geography and export markets. 
Good prospects for right man. Salary 
range (800-4! 200. 


Box 2532 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST (20-24) with « creative flair and 
capable of finished artwork required 
by Advertising Department Position 
is permanent superannuated and 
offers considerable scope in the design 
and production of leaflets, sales aids, 


be or she, of the employment, is excepted from the provisions of 
Notification of Vacancies Order 1952." 


PENTAGON WANT 


® More Lettering Artists 
®@ Another Still Life Artist 


RING INGLES OR GLADWIN 


Applicant with first-rate 
general experience for firm of 
Publicity Consultants, S.W.1 
area, specialising in engineering 
publicity. Retouching and abil- 
ity to produce technical draw- 
ings desirable. Salary according 
to ability 
Box 2544 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION DEPARTMENT, West 
End Agency, needs man with first- 
class knowledge of blocks and type- 
setting Must be able to work 
without supervision on very busy 
group of accounts. Write, stating 


displays, exhibitions, etc. Write, giving experience and salary, to 
: full details of experience and salary PENTAGON DESIGN SERVICES LTD : GER 6721 Box 2399 Ad. Weekly 180 Fleet St EC4 
required Advertising Manager, 


: Box 2510 client under pleasant conditions. In ~ which would situated in S. Kensington. 
rs ° teresting job, experienced colleagues he d wolve be * , 

: Advertiser's Weekly 180 Fleet St €C4 good prospects. Wrie immedietely in anesthe eteestion Please write, giving full 
; full to nd figure caiculations details of previous ex- 
>, FLEET STREET AUSTRALIAN NEWS. | Box 2540 Ad. Weekly 180 Fleet St EC4 mg experience is de- 


Celotex Limited, North Circular Road, 
Stonebridge Park, London, N.W.10 


Motorcycle Manufacturers require 
enthusiastic motor cyclist for 
Publicity Department 
Reasonable technical knowledge and 
advertising ability essential. Write 
stating qualifications and past experi- 

ence to 


PAPER OFFICE requires the services 

vw an advertising man with commer 

ial experience. Age between 25 and 

is Please state experience, salary 
ured 


req 
Box 2538 Ad. Weekly 180 Fleet St EC 4 


@ Only good ones of course. 


LEADING PUBLIC RELATIONS 


executive (preferably sound Press back 
ground) to work with out-of-London 


JUNIOR ASSISTANT for smal! Agency 
Able to type, prepare pencil layouts 
and assist generally State age and 


LEADING LONDON PUBLISHING 
ORGANISATION wants energetic HOUSE have vacancy in their Records 


Department for an ambitious young 


necessarily essential 
age, experience and 


‘Weekly 180 Fleet St BC4 


wages 
Box 2537 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED 
GENERAL ARTIST 


A YOUNG LADY 


with some production 
experience, required as 
assistant to Production 
Department of agency 


perience and stating salary 
required, to :— 

D. M. R., 
18 Thurloe Place, S.W.7 


“ MANCHESTER. There is an interest- 
= . ing vacancy in a well-known Man- 
- for leaflets, showcards, display, pack chester Agency for a keen Copy and 
aging and general design ; visuals and Production man. A progressive, pen- 
hs first quality finished work essential sionable position for a fully experi- 


out finished drawings an advantage 
ri AN inveresting work for keen assistant in ynder 35 years of age) for their London 
: I progressive design studio. applicants whe save 0, svsenestel, record 
. For appointment telephone Mrs. = a trade journal bo rae ott Saew 
; : of thus advertisement rite in confidence 
Robinson, co W. M. de Majo, to = 
Personal Assistant to Managing Director required FLAxman 6816 or 9791. Box 2529 


requires 


for West End Advertising Agency where, at pre- 


will be required to undertake a variety of internal 
duties in addition to contacting existing clients and preferred but not essential. Responsi- 


bilities involve allocation of time and 


also 


TYPOGRAPHER/DESIGNER 


experienced man with appreciation of 
contemporary design; able to carry 


enced man 
confidence 


Box 2521 Ad. Weekly 180 Fleet St BC4 


Please write fully, in 


Canadian Firm of publishers require an 
experienced 


ADVERTISEMENT REPRESENTATIVE 


Advertiser's Weekly 180 Fleet St EC4 


applicants must be quick and accurate 
with figures. Experience in Sign Trade 


developing new business. In view of the varied 
nature of his duties it is difficult to specify precisely 
the essential qualifications. Certainly he should 
have a sound general knowledge of advertising 


in a progressive business rather than immediate 
financial advancement is invited to apply in 
writing to: The Managing Director, 
Box 2533 
Advertiser's Weekly 180 Fleet Street EC4 


Applications should be marked * Personal ’. 


materials to production and progress 
of work through departments Per- 
manency and progressive appomtment 
Write 

Box 2518 Ad. Weekly 180 Fleet St EC4 


; ; . : : Still Life 
practice and intelligence and personality will be e 
more highly regarded than specialised experience. WRITE NO WwW @ Furniture 
Any man not over 40 who thinks he may suit this FOR @ Lettering 
position and who is looking more for permanency 7 > ¥.% @ Retouching 


Agency with active and 
growing consumer accounts 
offers good pay and con- 
ditions to a practical, clear 
headed copywriter with a 
responsible get-results in- 
terest in his work. Store or 
mail order background 
would be welcome. Write 
Box 2554 
Advertiser's Weekly 180 Fleet St EC4 


WELL-KNOWN AGENCY _ requires 


sent, the emphasis is largely on industrial and COSTING CLERK (MALE) required by Assistant to Accounts Executive, male, 
. . + - Sign Manufacturers in Charlton, S.E 21/25. Not less than one year’s agency 
technical accounts. The man selected for this post Previous experience necessary, and — aw a aan te 


initiative on interesting national 
accounts 


Box 2541 Ad. Weekly 180 Fleet St EC4 


Artists Wanted 


(Colour ond Black and White) 


First-class men only 


need apply 
CLIFFORD STUDIOS 


66/70 PUTNEY HIGH STREET, 
LONDON, S.W.15. 


"Phone: PUTney 5151/3062 


assifieds to WAT 3388 (Ex. 25) 


es a 

* salary required 
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DecemsBer 2, 1955 


APPOINTMENTS VACANT 


WHY WORK IN 
LONDON ?... 


Excellent prospects await two 
first-class men interested in 
pleasant working conditions, 5- 
day week and pension scheme. 

We have vacancies for 
IDEAS / LAYOUT MAN 
LETTERING / RETOUCHING ARTIST 
Write to Art Director 
JOUGHIN ADVERTISING LTD. 


73 High Street, Chelmsford, Essex 


LADY INVOICE CLERK is required by 
East African Standard Newspapers for 
their London Office. Must be good at 
figures and able to type invoices 
Knowledge of book-keeping an advan- 
tage. Commencing date early January, 
1956. Five-day week. Salary accord- 
ing to age and experience plus annual 
bonus. Write in first instance to Easy 
African Standard Ltd., 54 St. Mary 
Axe, London, E.C.3 


EXPORT ADVERTISING 
ASSISTANT 


required by 
The Avon India Rubber Co. Ltd., 
Melksham, Wilts. 
Duties include distributor corre- 
spondence, production of press 
and print and liaison with Export 
Division. Write to Publicity 
Manager with full details and 
salary required. 


EXPERIENCED LETTERING ARTIST 
required for studio. Write, giving full 
details and salary 


Box 2405 Ad. Weekly 180 Fleet St BC4 


Exhibition 
Designer /Draughtsman 


required 
for permanent position by Milor Display 
Service. Replies only from fully 
experienced men. KIL. 0131. 


FEMALE ASSISTANT to Space Buyer 
required early New Year, for agency 
in London, S.W.4, district Com- 
petent typist, preferably with know- 
ledge of production Interesting job 
in pleasant surroundings Five-day 
week Write fully to Mrs. Hayes 
Marshall Hardy Ltd. 18 Old Town 
SW.4 Phone: MACaulay 3451 


GOYA HAVE 
TWO VACANCIES 
IN THEIR STUDIO 


1. An assistant to the Studio 
Manager. The successful appli- 
cant will be required primarily to 
work on the design of displays 
for a wide range of products in 
the cosmetic and perfumery 
market. It is also necessary that 
applicants should have experience 
in the installation of displays. 

> 


2. An experienced female artist, 
who will be uired to work on 
the design of packaging and 
display. 

Applications to the Studio Mana- 
ger, Goya Ltd., Badminton Court, 
Amersham, Bucks, giving full 
details of age, experience, includ- 
ing a small selection of recent 
work, and salary required. 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


CREATIVE LAYOUT ARTIST 
WANTED BY 
GROWING LONDON AGENCY 


This is really a junior art director's job, for the 
man we want must be able to see that his ideas 
and roughs stand up to the hard knocks of art 
buying, typography and production, and still 
emerge triumphant 

Good pencil roughs are essential, and agency 
xperience is preferred. 

Five-day week—good salary, and plenty of scope 
or ambition. Write (NO specimens yet) to 


Box 2555 
Advertiser's Weekly 180 Fleet St EC4 


VISUALISER/LAYOUT 
ARTIST 
(TECHNICAL) TOP FLIGHT 


required immediately for 
the publicity studio's staff 
of Kelvin & Hughes Ltd. 
Excellent working condi- 
tions and prospects. 

Apply without delay by 
‘phoning LEYTONSTONE 
5226/7 asking for Mr. W. R. 
Hobbs, M.S.1LA., who will 
then arrange an appoint- 
ment. 


ACCOUNT EXECUTIVE. 
ze Agency (1.P.A.) has a 
n experienced Advertising 
rto, contact work and 
motion has been mainly in 

the directors, but now 

time when a live and 

nan ne } 


DISPLAYMAN, Pirst-class Displayman 

required to take charge and play an 

part in a Departmental Store 
ot 


Jone chent cc 

ss promouon 4 ditior Living accommodation 

Our staff kno Applications 

write im full confidence to cated 3 <t confidence 
Weekly 180 Fieet St BC4 ” full ails of present empio 


‘OP FLIGHT 
‘OAL ILLUSTRATOR 


mmediately 


which 


salary required 
ther with the names of two referees, 
received not later than 
12 addressed to Chief 
Officer Cambridge A 
Co-operative Society Ltd, 
Burleigh Street, C ombridge 


ASSISTANT SALES AND ADVER. 
TISING MANAGER required in 
Home Sales Department of large food 
products concern. Must have experi- 
ence in handling sales staff and in 
merchandising generally Age around 

Commencing salary £1,500 

annum with participation in staff 

scheme Position offers excel- 

lent opportunities Apply in writing 

with full particulars to Box No. 329, 
25 Haymarket, London, S.W.1 


WORKS 
PRODUCTION MANAGER 


for Exhibition & Display Com- 
pany (London) must be first class 
man with full knowledge of trade 
and disciplinarian, salary €750 
p.a., plus bonus scheme. Write 
giving full particulars of past 
experience, etc. : 
Box 2465 
Advertiser's Weekly 180 Fleet St EC4 


years 


for the 
studio's staff of 
Hughes Ltd. Excellent 
nditions and prospects. 
yut delay by ‘phoning 
“STONE 5226/7 asking 
\. R. Hobbs, M.S.LA., 
then arrange an appoint- 


GENERAI 


r 


ASSISTANT, male, required 
Promotion Department of a 
fa snufacturing world-famous 
br packaging materials Must 
he ted, or be exempt from 
N ce. Should know some- 
th 


ture rec 
rogress with energy 
an orderly 
and accuracy 
week, pension 
wheon vouchers 
Ad. Weekly 180 Pleet St EC4 
EXPERIENCED ADVERTISEMENT 
REPRESENTATIVE urgently required 
London frm Mobile Interesting 
wor * 


and can 


REQUIRED 


to produce 
original ideas with a good 


with ability 


sense of design, to the 
finished rough stage 
Write, giving particulars 
of age, experience and 
salary required, to :-— 
Box 2607 
Advertiser's Weekly 180 Fleet St EC4 


ARMSTRONG -WARDEN 


are looking for another 


TOP CLASS 
VISUALISER 


... someone who takes pleasure 
in producing good advertising 
show this 


specimens of National accounts. 


Write to: The Secretary, 
ARMSTRONG-WARDEN LTD. 
69 NEW OXFORD ST., W.C.I. 


by his 


Phone your classifieds to WAT 3388 (Ex. 25) 
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DecemBer 2, 1955 


Eee CLASSIFIED ADVERTISEMENTS 


GROUP ART 
DIRECTOR 
WANTED 


WITH PRACTICAL FASHION 
SENSE 


We are looking for a visualiser who 
can be “ creative” in the true sense 
of the word. We want someone who 
can give to fashion advertising the look 
and feel it requires but at the same 
time embody in the work ideas that 


have a practical interpretation. 


This could be a job for an “ old 
hand” or a capable “ youngster” 


who is looking for his or her big chance. 


The true value of any job is never 
conveyed in the bare bones of a “ Sits. 
Vac.” advertisement. Come and talk 


to us. Write for an appointment to: 


Box 2551 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT 


Situations Vacant : ** The engagement of persons answering these advertisements mast 
be made through s Local Ofice ef the Ministry of Labour or a Scheduled Employment 


she, or the employment, is excepted from the provisions of 
Notifi of Order 1952." 


EDITORIAL PUBLICITY ASSISTANT WANTED 


Young advertising assistant required for interesting job in the 
Publicity Department of a rapidly expanding engineering 
company in N.W. London district. 

The successful applicant must have proved journalistic ability 
as he will be required to write short articles for House 
Magazines, write technical copy, and conduct editorial publicity 
in the Trade Press. 

Other activities of the Department include press advertising, 
producing printed sales literature and technical manuals, 
exhibitions, photography, etc. 


Write stating full experience, age and salary required to 
Box 2535 
Advertiser's Weekly 180 Fieet St EC4 


YOUNG 
ARTISTS REQUIRED AMBITIOUS 


Full-time, first-class figure, let- 
tering and general designers, ARTIST 
experienced in first-class poster, 


required to take charge of 
show-card and display work. 


expanding West Country 
Studio. Good creative lay- 
outs and some finished draw- 
ings. 
Commencing salary up to£750 
Box 2536 
Advertiser's Weekly 180 Fleet St EC4 


Write or apply to 
Nathaniel Lloyd & Co. 


Burrell Street, Blackfriars, S.E.! 


JUNIOR TYPIST. An unusual oppor- COPY DETAIL CLERK, accustomed 
tunity occurs for an exceptionally in- to ordering blocks and press pro- 
telligent young lady under 18 years of cedure, for Production Department of 
age to join the staff of a well-known advertising agency Must be an 
Advertising Agency in Victoria. She accurate and dependable worker with 


would be expected to start at the previous agency experience Typing 
bottom but would be given a ability an advantage Permanency 
thorough training to fit her for pro S-day week. State age, experience and 
motion and a career in advertising wage required Replies, which will 
Shorthand would be heipful but is not be treated with confidence, to Man- 
essential ‘Phone SLOane 0787 for aging Director, W. Hopwood & Co., 
appointment Ltd., 67a Mosley Street, Manchester, 2 


A really first-class 


TYPOGRAPHER 
WANTED 


for Press and Promotion material in a leading Lon- 
don Publishing house. Good all-round experience 
| necessary. Good salary. 5-day week. All applica- 
tions will be treated in strictest confidence. Please 
write and supply details of age, experience, 
qualifications, and salary required to 


Box 2508 
Advertiser's Weekly 180 Fieet Street EC4 
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DecemBer 2, 1955 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


FIRST CLASS LETTERING 
& RETOUCHING ARTISTS 


REQUIRED 
TOP salaries and working 
offered. Please write or ‘phone Stowe 
Studio itd. 163, New Bond Street, 
W.1. Grosvenor 4746 


conditions 


PRODUCTION MAN. An opportunity 
occurs for keen, experienced Agency 
man to join London 1.P.A. in respon- 
sible post. Must have sound knowleage 
of blocks and typesettings, and the 
requirements for reproduction in all 
media Interesting work and lenty 
of scope for the right man rite. 
giving full details of age, experience 
and salary, to 
Box 2542 Ad 

YOUNG MAN, 


language 


Weekly 180 Fleet St BC4 
energetic, and possibly 
qualifications, required 
for Contsnental touring, im charge of 
mobile showroom. Extremely interest 
ing and active job. Continuous driving 
Should have experience of advertising 
and publicity Reply, giving full 
qualifications 


o 
Box 2545 Ad. Weekly 180 Fleet St BC4 


MAN OR WOMAN 


required to take charge of Production 
Department of medium-sized West-End 
Agency. Full details of experience and 
salary required to 

Box 2530 
Advertiser's Weekly 180 Fleet St EC4 


MARKETING AND RESEARCH. 
Advertsing Agency needs young man 
assistant to its Marketing and 
Research Manager Seif-confidence 
and some experience in market re- 
search (preferably with an agency) 
essential. Write, giving details of age, 
education, experience and salary re- 
quired, to 


Box 2458 Ad. Weekly 180 Fleet St BC4 

DESIGNERS REQUIRED in exhibition 
stand contractor's studio. Applicants 
should state previous experience, be 
able to present good visuals and work- 
ing drawings Permanent situations 
Austen & Sons Ltd., 188 Blythe Road 
W.14. SHE 2201 


D.D.W.S. 
DOLAN DAVIS WHITCOMBE & STEWART 
LIMITED 


The Accounts Dept. require an Exper 
enced Typist for production invoicing, 
must be relable and accurate at figures 
Previous experience essential Good 
Salary and working conditions. 
WRITE, PHONE or CALL 

Jenkins. 


35, Park Street, London, W.I. 


A NEW JOB IN THE NEW YEAR? Io 
January we shall need additional 
assistance in our Production Depart- 
ment Young men with some experi- 
ence dering a position with 
exceptional opportunity in a busy Ficet 


Street Agency are invited to write to 
Box 2545 Ad. Weekly 180 Fleet St BC4 
ADVERTISING. Leading trade weekly 
(11,000 circulatior making new 
appointment to its Midlands organisa 
tion imvites spproaches from men 
(30-35 experienced im selling trade- 


Paper space Existing five-figure turn- 


over capable f big improvement by 
alert, progressive representative able to 
sell at board room level. Fine scope 
for real drive, initiative and imagina- 
tion All present staff informed 
Applications treated in strict confi- 
dence. Give age. present and previous 


appointments 


Box 2547 Ad. Weekly 180 Picet St BC4 


APPOINTMENTS VACANT 


PUBLICITY DEPARTMENT of film 
company requires an experienced press 


officer copy writer. This is an interest- 
ing and progressive post for a young 
person with initiative, plenty of ideas 
(who can write guickly and lucidly) 
im which creative ability is more 
importamt than “contacts Write 
giving full details of experience, stating 
age and ary expected, to 
Box 2546 Ad. Weekly 180 Fleet St BC4 
SENIOR DESIGNER ILLUSTRATOR 
REQUIRED to join a happy team 
produc Press Advertising Bro- 
chures, Catalogues Packaging and 
Point Sale Displays, to S.LA 
standar Crisp, versatile designs and 
accurat outs essential, plus sound 
knowledge of production processes and 
typograpt Figurework an advantage 
Good salary and permanent position 
in congenial surroundings. Send speci- 
mens (which will be returned), with 
details « experience and sslary re- 
quired, | The Managing Director 
dwar Dver & Co. Ltd.. 1 Cooper 
Street. Monchester, 2 


WAIT! 


see 


page 65 


MISCELLANEOUS 


DEBTS ected throughout Britain 
No fee jess results. Brilegal (Est 
1919). 80 Leeds Road. Bradford. | 

SHAMEFUL NEGLECT of typeface’ 
Cit Duplay intervenes Horrible 
assault roman letter by newspaper 
grou See Printing News this week 


APPOINTMENTS WANTED 


Are you 


SEEKING STAFF? 


VISUALISERS 
TYPOGRAPHERS 
LAY-OUT ARTISTS 
COPYWRITERS 


Our “BRIEF” method of staff 
selection will certainly save you 
time and irritation. 


Phone for porticulors 
STAFFS ORGANISATION 


84 High Holborn, W.C.!. 
CHAncery 2550 


ALL-ROUND ADVERTISING MAN, 
M.1.P.A. G1) with plenty of common 
sense secks position as a hard-working 
Advertising Manager 
Box 2527 Ad. Weekly 180 Pieet St BC4 


LIVELY YOUNG MAN, publicity ex- 
perience desires position publicity 
department or agency, London area 
Box 2549 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


STANLEY ASHTON, formerly Adver- 
tisement Manager Daily Dispatch 
seeks newspaper representation in the 
North. 28 years at Kemsiey News- 
papers, Manchester. Known to most 
northern advertisers and agencies 
Write or ‘phone, 4 Brereton Drive 
Worsley, Lancs. Telephone: Walkden 
2145 

EXPERIENCED ADVERTISING MAN 
(age 28), seven years’ Agency experi 
ence secks executive position ix 
advertising department, Midlands arca 
Box 2525 Ad. Weekly 180 Pieet St BC4 


BACHELOR (age 28) at present 
engaged as Publicity Manager En- 
ginecring Firm, seeks change. Ability 


to handle throught-out Advertising 
campaigns, technical literature an all 
records appertaining to same Reply 
Kenley Advertising Lid., Cheltenham 


FOLLOWING TRAGIC DEATH of 
Managing Director in air disaster 
advertiser now feels free to take up 
new appointment, on highest execu 
tive level, as Secretary’ Accountant 
Wide varied experience seventeen 
years process engraving and stereo- 
typing trades 
Box 2543 Ad. Weekly 180 Pieet St BC4 


“ HAND-PICKED “ SECRETARIES 
available —The Wigmore Agency, 67 


Wigmore St.. Wi) HUNter 9951/2 
MANAGER OF RETAIL NEWS. 
AGENTS for ten vears, also Agent for 


Evening Papers to other retailers, seeks 
@ position as Representative for a 
Newspaper. or any other suitable post 
Write R. Keyes. Ii! Craven Park 
Road, London, N.15 

1 KNOW NOTHING ABOUT ADVER. 
TISING BUT1 have an all-round 
koowledge of printing processes 
LSP & GA Dipioma Public 
School education (24) and free in 
Januar London areca For further 
fetaiks write te 
Be S52 Ad. Weekly 180 Pieet St BC4 


FREE LANCE SERVICES 


INTERNATIONAL wool SECRE. 
TARIAT. Experienced free-lance 
Speakers required to give talks on 
customer relationship and retail sell 
im in London and regional centres 
Knowledge of textiles an sdvantage 


Apply in confidence, stating age and 
qualifications marking envelope 
TP.ST—The Secretary, International 


Wool Secretariat, 18-20 Regent Street 
fA 


London, S 


TRANSLATION BUREAU would like 


to hear from persons experienced in 
translating advertising cop into 
foreign languages (including rare 
idiom Freelance work Please 
state particulars, fees 


Box 2528 Ad. Weekly 180 Pieet Si BC4 
LIFE INSURANCE COMPANY would 


miecrested im establishing contact 
with a free-lance who would be able to 
originate, design and prepare copy for 
brochures and similar material 
Box 2526 Ad. Weekly 180 Pleet St BC4 


FOR ALL LARGE-SCALE ARTWORK 
please telephone Burns, Potters Bar 
$772 


LETTERING ARTIST for Watch Diels 
Home work by post Swissco, 123 
Clerkenwell Road, B.C 


OFFICE FACILITIES AVAILABLE for 
a first-class Layout Man with Typo- 
graphical abilities wishing to work on 
a freelance basi Must be prepared 
to give a guaranteed proportion of his 
time in return for services and sccom.- 
modation afforded 


Box 2147 Ad. Weekly 180 Pleet St BC4 


OUR SPACE SALESMEN EARN 
25% COMMISSION 


Graham Scott (Publishers) Led., 
122, Wardour Street, W.!. 
Phone: GERrard 2437 


Visual Aid Chart Makers 


Two Artists with some years’ ex- 
perience in the production of two and 
three-dimensional statistical charts 
seek positions § with progressive 
company. 

Box 2438 
Advertiser's Weekly 180 Fleet St EC4 


Fine RETOUCHING Plus... 


Expert in Colour and Monochrome 
Pigure and Technical subjects, has 
own Creative Photographic Studio 
plus 25 years’ Advertising Experience 

Reasonable Fees. Prompt Service 


ROBERT E. LIV 1923 
25 GLENHURST RISE, LONDON, SEI9 


MAIL ORDER MEN'S FASHIONS. 
Established service requires experienced 


assistance during busy seasons Repros 
will be returned 
Box 2550 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


A FIRM OF COLOUR PRINTERS, 


specialising im the design and produc- 


von of good-<lass commercial offset 
work, & expanding its capacity As a 
result, «# would welcome «a special 
arrangement with one or two clients 
m the Londen area who require an 
imteclhgent print service and recognixe 
the economies which are posible on 


th basis 


Box 2557 Ad. Weekiy 180 Pleet St PC4 


YOUNG MAN 
AGENCY TRAINED 
WITH GOOD CONNECTIONS 
PREPARED TO INVEST CAPITAL 
IN SMALL AGENCY IN 
EXCHANGE FOR JUNIOR 
DIRECTORSHIP. REPLY TO 

2511 


Bo 
Advertiser's Weekly 180 Fleet St EC4 


FOR SALE, Copyrights of two South of 
England Newspapers Enquiries to 
Box 2523 Ad. Weekly 180 Pleet St BC4 

OPPORTUNITY for Advertising 


Space 


Selesman with capital £600-4700 to 
acquire business with medium and 
sssured profits 


Box 2484 Ad. Weekly 180 Fleet St BC4 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature 
Top Quality Glack-and-White and 
Colour photo litho 
GOTHIC PRESS LIMITED 
Euston 5645. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


SALES AND WANTS 


UNREQUIRED Quant 


of Fluorescent 


Screen paint in full range of colour 
to clear Bargain price accepted 
Approximately | ton available in blue 
ros gold. green, petunia, primron 
yellow, and red 
Hox 2556 Ad. Weekly 180 Fleet St. EC4 
WANTED. Second-hand Addressing 
Machine. State condition and price 
Apply 


Box 2522 Ad. Weekly 180 Fleet S BC4 


PRINTERS 


26,000 WOMEN WAITING, or so i 
seems to those who entrust al! of thew 


mailing collating Packaging and 
handwork of any description § to 
Messrs. F. C. Newman & Co., 439 
Battersea Park Roed. SW  Batier 
sea 7274 


ACCOMMODATION 


EXPERIENCED COM. ARTIST dewres 
space or room. WC. or €.C.4 area 
Blackmore, FLE 7082, not Monday 


ANNOUNCEMENTS 


ADVERTISEMENT 


CONTRACTORS. 


Have you joined your own association’ 
Advice on Representatives free to 
member Many cases of malpractice 


and muisrepresentation handied by the 
Association in 19 it is in your own 
interests Write now to Secretary 
Advertisement Contractors’ Association 
6% Shafteshery Avenue, London, WI 


See November 1! issue of 
Apvertiser’s WEEKLY, pages 
48, 49, 50, for the Monthly 
Register of Trade and Special- 
ist Publications Section. 

December 9 will be the next 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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PRINTERS 


/ 


| with 


a future 


based 


on a 


tradition 


a 


LUDGATE SQUARE - LONDON 
City 6480 


“W- R- ROYLE & SON LTD. 


one of the better printers 


E-€-4 


Printed for the Proprictors, 


-_——______ __-- ____ — 
ortugal 
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Deadlock in London print wage talks: 


LTS 


‘stand firm’ on claim 


Talks on the current printing wage revisions between the London 
Typographical Society and the London Master Printers’ Association 


It is understood that the 


| LTS is standing firm in its demand for a minimum weekly basic 


wage of £12. Other issues involve overtime and rate of 


the trade. 


entry into 


A delegate meeting of the LTS on Tuesday coms | — a vote 
committee, had sought 


of confidence 
approval of their actions. 


LTS chapel meetings were being held in London 
As we went to press indications were that the general 


Wednesday. 
attitude was one of “stand firm.” 


in their negotiating 


print houses on 


The employers’ offer is £10 5s., an increase of 17s. 


ABC TV rate card 


ABC Television Ltd. have issued 


| @ temporary rate card for week-end 


time from the Midland commercial 
TY station. A permanent rate card 
is beimg prepared and produced 
under the supervision of George 
Cooper, who joins ABC TV as 


| advertisement controller on Vecem- 


180 F leet Sereet, 
Street, Kingsway, 
Mercury House 


ber 19. 

The symbols “B” and “C” are 
not being used. Transmission times 
on Saturdays will be 2.45 pm-4 pm, 
A; 7 pm-7.30 pm, AA; 7.30 pm- 
10 pm, AAA; 10 pm-10.45 pm, — 


. hog ry PT ns oA AMA; 


te coer pm, AA 

Rates: AAA, 1 minute, £550; 
3 seconds, £385; 15 secs. £250. 
AA, 1 minute, £330; 30 secs., £240: 
15 secs., £150. A, 1 minute, £190; 
M secs., £135; 15 secs. £85. 

ABC Television have appointed 
Miss Marie Donaldson as advertise- 
acceptance and continuity 
manager. Miss Donaldson was 
editor of “Impact” from its incep- 
tion in 1952 until May of this year. 
She will take up her duties next 
Monday and will deal with routine 
advertising inquiries on behalf of 
Mr. Cooper, until his arrival. 

The acceptance and continuity 
department will be responsible for 
the registry of time bookings, for 
negotiations with advertising agents 
regarding the acceptance of com- 
mercials, and for the editorial make- 
up and continuity of advertisements 
and programmes in liaison with the 
programme department. 


SCOTTISH TV 


Two applicants for Scottish 
ITA contracts (see 4) ex- 
ed to be Roy mson, of 


McBain said this 


Clifford J. Harrison, who has re- 
tired from executive duties with 
Horlicks Ltd., was re-elected a non- 
executive director at annual 


unable to give full-time service to 


| Saasepey, Set as ey Ss oe 


" Leadon, 
London, W.C.2 


109-119 Waterloo Road, London. S.E.1 


(For news of negotiations involving other print unions, see page 61.) 


Horticks iTV, Me. 
Horlicks said: “It is impossible to 
say, until the majority television 


sets have been converted to take 
advantage of the facilities provided 
by the ITA, what effect this will 
have upon sales. 

“Your board consider, neverthe- 
less, that this is a potential adver- 
tising medium too valuable to be 
megiected, and the fact that we are 
in it from the start gives us the 
opportunity to develop, if necessary 
by trial and error, the new tech- 
niques which will be needed if we 
are to take full advantage of it in 
the future.” 


The newly formed Association of 
British Packaging Contractors has 
announced its objects and its 
founder-members. 

The objects include the jon 
of the interests of the packaging in- 
dustry in general, and those of its 
members in particular, with special 
reference to the interests of that part 
of the packaging industry concerned 
with “preservation, identification 
and pac _ 

It will provide for the benefit of 
members a pool of experience and 
advice on technical, labour, statisti- 
cal and other problems, and provide 
means for discussion of all matters 
appertaining to the industry and its 
prospects, with a view to assisting 
in its progress. 

There are 44 founder members of 
the Association. 

A talk on “Cinema and TV 
Advertising” will be given by W. J. 
Collins (Pearl & Dean Ltd.) at 
6.15 p.m. on pany at the lecture 
room of the new Monotype Build- 
ry Fetter Lane, E.CA, to = 
Association. 


Next Wednesday's British Direct 
Mail Advertising Association tea- 
time talk, will be by John Shepherd, 
PRO, British Federation of Master 
— on “Why we use direct 


New Birds 


Eye —— ° 

National Fish Fillet Week, to 
held next week. lk 
national 


tising will break in all 


mn, E.C4, Breland (Waterloo 3388), ‘by St. “Clements Press Lid., 


(Waterloo 3388.) 
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Scotsman Publications Ltd. and RS 
Television Development (Scotiand) m3 
| Ltd, registered two months ago by m, 
Doreett. Mir. Een f 
Burnett. Mr. ; 
week: “We are making a bid—but 
| mo details yet.” 
| 
PS 3 
& 
. || | meeting on vescay., when 
: | chairman, O. P. Horlicks, said: hd 
| “Mr. Harrison, having reached — Rae ns is being 
pensionable age, and having been © retailers, a trade 
| elected president of the Incorporated — scheme linking both retailers ' 
| Society of British Advertisers. feels and company’s interests with turn- 
over during the period has also 
been evolved. Agents: Lintas Ltd. ; 
2 > 
Po an 


